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“Radio Launches Drive in Retail 


Advertising Field.”"—Headline in 
ApVeeRTISING AGE. 

The fact that the newspapers are 
having trouble taking care of their 
retail! customers just now is merely 
a coincidence. 

a 


The Container Corporation is ask- 
ing the public, in full-page news- 
paper ads, to save paper, and if 
the ituation gets very much worse, 
even the publishers are going to 
have to get into the campaign. 


a -e 


Radio commentators are demand- 
ing the right to express their opin- 
ions on the air. To determine where 
facts stop and opinion begins is just 
as difficult for some commentators 
as trying to find the cream in the 
coffee. 

v 


, 


Don Bridge says more war bond 
advertising has been published than 
has ever before appeared anywhere 
for any product at any time. Yes, 
and the sales results are just as 
good as the advertising. 

v 


ee 


Some of the transcription com- 
panies are signing up with the 
American Federation of Musicians, 
and now maybe advertisers will be 
calling the Hon. Mr. Petrillo Jimmy 
instead of Caesar. A 5 


‘ 


+ Oe: F 


If advertising workers are going 
to be drafted as non-deferables, as 
the WMC intimates, a lot of the 
boys are going to have to make a 
swift shift from agency to client 
status. 

v 


vy 


Bill Street says a woman in war 
work is going to demand just as 
efficient tools in her kitchen here- 
after as she is supplied by industry. 
There’s a red-hot advertising idea 
for some appliance manufacturer. 


ee 


The Mal-Lac Company is identi- 
filed as a manufacturer of shellac 
and shellac substitutes, which seems 
like a good idea. If shellac ever 
akes a shellacking from a substi- 
tute, Mel-Lac plans to be it. 


— 


Regardless of the predictions of 
the experts on the outcome of the 
world’s series, 
for St. Louis. 


| 


it looks like a eincth 
Haven’t you noticed 
at they are going to be equipped 
vith red flannel undershirts? 


vgv¥seey 


Tootsie Roll copy appeals to 
its, a recent news item records, 
{ now all the manufacturers are 
ng to have to find out is how 
)tsie Roll appeals to them. 


a a 


‘he Pump Engineering Corpora- 
1 has changed its name to Pesco, 
1 no doubt fervently hopes that 
customers will never be tempted 


pronounce it Pesky. 
2a 


im Lincoln seems to think that 
ut the only difference between 
‘gotiation and a wife going 
ugh her husband’s pockets at 
"4 is that the husband is used 


- | © 


/EEI spells it “dietician,” which 
exactly the wrong way to per- 
de the professional in dietetics 
t she ought to love vou. 

Copy Cus. 


Rough Proofs Cigar Makers 


to Keep Brand Names Alive 


Some Increase Ad 
Budgets; Manpower Is 
Biggest Headache 


By IRVING GENATT 


New York, Sept. 30.—Plagued by 
a diminishing labor supply and hard 
pressed to meet the mounting orders 
of the armed services, in addition to 
taking care of unprecedented civil- 
ian demands, leading cigar manu- 
facturers have no intention of allow- 
ing well-known brand names, estab- 
lished through years of consistent, 
sustained advertising campaigns, to 
go by the boards. 

With a seller’s market prevailing, 
as is the case with most industries 
which still have consumer mer- 
chandise to sell, cigar manufacturers 
feel that any promotion at this time 
is entirely superfluous. However, 
the consensus of the industry is that 
advertising schedules should be 
maintained at all costs, lest the pub- 
lic forget the brands which have 
taken advertisers years to implant 
in its mind. 

“We’re not advertising to sell 
cigars nowadays but we are and 
will continue to advertise to keep 
our names alive,” sums up the gen- 
eral attitude of the industry. 


U. S. Purchases Cited 


The forceful influence of adver- 
tising in making the U. S. public 
brand-conscious could not be better 
exemplified than by the govern- 
ment’s huge purchases of millions 
of top-quality cigars in all sizes for 
the armed forces, said one of the 
leading authorities in the cigar field, 
who requested that his name not be 
used. 

Contrary to the hit-or-miss pur- 
chasing methods in the first world 
war, when the government simply 
asked for bids on cigars—any cigars 
—and took anything from which 
smoke would emanate, the govern- 
ment today is concentrating on well 
established brands, brands built up 
through years of sustained adver- 
tising. 

The American fighting man who 
smokes, wants popular brands, and 
the government is seeing to it he 
gets just that. Two-thirds of all 
money spent by the quartermaster 
corps for post exchange products is 
spent on tobacco of all kinds. 


Cheaper Brands Coast Along 


As a consequence, cigar adver- 
tisers have practically eliminated all 
promotional activity for cheaper 
brands of cigars, since production 
problems have caused many a man- 
ufacturer to curtail production of 
such brands in order to concentrate 
on higher priced cigars. In addi- 
tion, retailers’ shelves are virtually 
bare of lower priced brands since 
most of this output is taken by the 
government. 

Best example of the shift of ad- 
vertising to emphasis on higher- 

(Continued on Page 45) 


Vital Statistics? 


Sure. Turn to Informa- 
tion for Advertisers, Page 
12. Other features: 


PS tin G an. cea sieeed a» > 
Admen in the Armed Forces. . _ 14 
Coming Conventions . 35 | 
Diary of an Ad Man. 36 
Earninas ....... 52 
Editorials .... 12 
Gettina Personal . 56 
In Washington 5 
Obituaries , . 60 
Photographic Review . 63 
Postwar Planning .. 5! 
Private Lines ...... 22 


Rough Proofs ..... | 
Voice of the Advertiser 26 


PERFUMES DROPPED 


\\ TO 


Determined 


Obe 


No orwer rim in the world possesses such a variery of great perfumes 


Lo 


re owe Voth 
Bitner Seeks Vote js 


of Confidence on 
Newsprint Action 


'Unfairness' of 
Appeals Machinery 
Assailed by Wise 


Washington, D. C., Sept. 30.— 
Sharp attacks on administration of 
the newsprint conservation order 
L-240 were answered by Harry M. 
Bitner, director of the WPB print- 
ing and publishing division, today in 
a letter indicating that the WPB 
would appeal for a vote of confi- 
dence at the next meeting of the 
industry advisory committee. 

Mr. Bitner was motivated by an 


as oars. These are st once our wealth and the source of our pride 

Inasmuch as two of our world-famous perfumes, Cbypre and Le bernge, 
‘will shortly mot be available, we feel we owe an explanation to the Amer- 
wean woman who treasures these parucular fragrance: 

A cunimem of thuty ingredients from world-wide sources.s required 
to make great Cory bleed. Many of these sources have been closed by 
enemy occupsnon. What s more, we have been enurely cut off from 
France ever sunce her complete invauon in November 94! 

Therefore, despite our foreught and plannang. the avaiable stocks of 
some of our perfumes are limited Great blends, rhe only ones which de- 
bh as the Coty clanucs—can be produced 
only fram the highest grade ingredher's 


serve the name of perfume — suc 


THERE ARE NO SUBSTITUTES FOR THE PRODUCTION OF SUCH PERFUMES 


It's the war, Coty, Inc., explained to 
women last week in telling them that 
two popular perfume blends would no 
longer be available. (Story on Page 6.) 


open letter, “Who Got the News- e 
gene oeoared tr sohn Dora! 3 Loan Promotion 


manager of the Richmond Newspa- 
pers, Richmond, Va. Mr. Wise had 
described in considerable detail al- 
leged unfairness in the operation of 
L-240, and particularly in its ap- 
peals machinery. 

According to Mr. Wise, 73.8% of 
extra paper allotments during the 
first two quarters of 1943 went to 
35 newspaper organizations in 10 
cities. More specifically, Mr. Wise 
asserted that the 17 Hearst papers 
were averaging twice as much extra 
paper as their average competitors, 
and that the Hearst papers, together 
with the Chicago Sun and PM, ac- 
counted for 33.7% of all additional 
paper. 


Sets New Records, 
Bridge Reports 


Newspaper Bond 
Copy Hits ‘Box Car’ 
Figures, SNPA Told 


Hot Springs, Ark., Sept. 28.— 
“Never before in history has so 
much newspaper advertising been 
published to sell anything; never 
before has so much of anything 
been sold.” 

In these words Don U. Bridge, 
special consultant, War Finance 


Offers Full Facts 


The letter from Mr. Wise had been 
circulating for more than a week 


when Mr. Bitner forwarded copies 
of it to members of the newspaper 
advisory committee, with a promise 
that the newspaper section of the 
printing and publishing division 


Division, Treasury Department, and 
former advertising director of the 
New York Times, summarized the 
results of war loan campaigns in 
newspapers at the convention of the 


would be prepared “to present all 
the pertinent facts” at the next 
meeting of the committee so that 
members “might decide for them- 
(Continued on Page 58) 


Southern Newspaper Publishers 
Association here today, adding that 
he is sure that all previous records 
will have been smashed when the 
(Continued on Page 61) 


Last Minute News Flashes 
Lucky Strikes to Get Heavy Newspaper Push 


New York, Oct. 1—American Tobacco Company will launch a three- 
week campaign Oct. 5, using every daily newspaper in the country, twice 
a week, in behalf of Lucky Strikes. The drive is the first major nation- 
wide Luckies’ promotion in newspapers since 1938. The dailies will be 
given optional insertion dates after the first week, with one-day intervals 
between insertions. Foote, Cone & Belding is the agency. 


Promotes ‘Vair’, Household Air Deodorant 

New York, Oct. 1—Vapor Chemical Corporation has scheduled a sub- 
stantial advertising campaign for Vair, new household air deodorant 
which will be given nationwide distribution through Francis H. Leggett 
& Co., sole distributor. Beginning early in October, 600-line newspaper 


insertions will appear in 15 newspapers in the metropolitan New York 
area. The campaign will be expanded in January to newspapers in ten| 
leading cities. Business papers and national magazines will be included. 
Abbott Kimball Company is the agency. 


Dailies, Radio Introduce Vitamin ‘Beams’ 

New York, Oct. 1—Lambert Vitamins Company broke this week with | 
500-line copy in about 35 major newspapers in upstate New York and| 
cities between Cleveland and Pittsburgh, introducing Beams, a new vita-| 
min. Spot radio is also being used. Newspaper insertions will appear | 
once or twice a week until Nov. 14. The company is controlled by Lam- | 
bert Pharmacal Company. Lambert & Feasley, New York, is the agency. | 


| 
Fleischmann Pushes Blue Bonnet Margarine 
New York, Oct. 1—Standard Brands, Inc., has inaugurated a new cam-| 
paign for Fleischmann’s Blue Bonnet margarine. Initial insertions ap- 
peared in 800-line size in the Hartford Times and the campaign will be| 
stepped up to take in major newspapers in key cities across the country 
with insertions appearing every week. A special “get acquainted” offer 
of a half-price sale features the copy. Ted Bates, Inc., is the agency. 


South 
| Tex., 


Newsprint Ration 
Troubles Aired 
af SNPA Parley 


Bitner, Hearst 
Papers Defended in 


. Appeals Action 


(Picture on Page 63) 


Hot Springs, Ark., Sept. 29.— 
Newsprint, today’s big question 
mark for publishers and advertisers, 
provided most of the fireworks at 
the convention of the Southern 
Newspaper Publishers Association, 
which closed here today. Many of 
the sore spots which have developed 
in the rationing program got critical 
attention. 

M. G. Sullivan, assistant director 
of the printing and publishing divi- 
sion of the War Production Board, 
who handles appeals for additional 
tonnage, openly discussed criticism 
of the board’s policies which has 
been voiced in letters circulating 
among publishers in recent weeks. 
He entered a vigorous defense of 
Harry Bitner, the Hearst news- 
paper executive, who is head of the 
printing and publishing division, 
declaring that the latter has had 
nothing to do with appeals and that 
final action in every case has been 
taken by the general appeals board 
of the WPB on recommendation of 
Mr. Sullivan. 

“It is extremely unfair to Mr. 
Bitner and the Hearst newspapers,” 
said Mr. Sullivan, who is the vet- 
eran circulation chief of Gannett 
Newspapers, “to suggest that they 
have been given special considera- 
tion of any kind. As a matter of 
fact, Mr. Bitner has seen none of 
the appeals, and allocations of addi- 
tional tonnage have been passed on 
only by me and the general appeals 
board of WPB.” 


Terms Situation “Scandalous” 


On the other hand, Lisle Baker 
Jr., of the Louisville Courier-Jour- 
nal and Times, chairman of the 
association’s newsprint and _ traffic 
committee, said in presenting his 
report, “The appeals situation is 
bordering on the scandalous.” In 
explaining his criticism, Mr. Baker 
said that he believed the newsprint 
cut is something the newspapers as 
a whole should have gladly con- 
formed to, as a means of keeping 
consumption in line with produc- 
tion, instead of allowing competi- 
tive considerations to result in gen- 
eral appeals for more tonnage. 

As a final bombshell in the dis- 
cussions of the newsprint situation, 
E. K. Gaylord, publisher of the 
Daily Oklahoman and Times, a past 
president of the association, de- 
clared his belief that the Canadian 


newsprint interests are preparing 
“a squeeze play” at the expense of 
publishers, and recalled the days 


following the first world war, when 
newsprint was selling for $200 a 
ton, and publishers had difficulty 
getting deliveries on their contracts. 

On motion of George C. Biggers, 
Atlanta Journal, who was elected 
president of the association, it was 


| decided to make the establishment 


of additional newsprint mills in the 
the first postwar objective. 
The Southland Mills at Lufkin, 
established through the efforts 
of the association, is producing 
newsprint made of yellow pine, and 
publishers have declared it entirely 


| satisfactory. 


Plans Added Construction 


At the closing session this morn- 


ing the following resolution was 
adonted: 

“Resolved, that whereas this as- 
sociation sucessfully promoted the 
construction of a newsprint mill at 
Lufkin, Tex., that is producing sat- 
isfactory newsprint from southern 
pine; and the production of this mill 

|has served to stabilize the price 
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for some years past; and there is an | quarter. 


unlimited supply of the necessary 
wood in the South, this association 
appoint a committee to undertake 
to promote the construction of ad- 
ditional mills throughout the south- 
ern states, to utilize our forest wealth 
in greater measure and to provide 
additional employment and enlarged 
and additional supplies of essential 
paper.” 


14% Cut Indicated 


In explaining the situation in 
the newsprint field, Mr. Sullivan 
pointed out that to have put con- 
sumption and production in balance 
for the fourth quarter of 1943, a 
14% cut would have been necessary, 
since estimated consumption is 
1,000,000 tons, against 870,000 tons 
available. The newspaper advisory 
committee recommended a 5% cut, 
which contemplated making up the 
difference out of inventory. 

“We knew we were taking a 
chance,” he said. “We have known 
of the dismal reports from the tim- 
ber contro] administrator in Canada, 
where 72% of our newsprint comes 
from. If immediate increases in 
wood production are not made, the 
industry will be confronted with 
serious cuts by the second quarter 
of 1944. 

“In considering appeals for the 
fourth quarter, we will consider 
circulation in the last quarter of 
1942 as compared with 1941. Up to 
this time we have considered pri- 
marily the circulation of the news- 
paper in the nearest preceding 


Likewise we will consider 
as a factor population increases 
since Jan. 1, 1943.” 


Had Planned Letter 


Mr. Sullivan said that he had in- 
tended sending out a letter explain- 
ing how decisions on appeals have 
been arrived at. After explaining 
the mechanics of handling them, he 
pointed out that obviously large city 
newspapers received large tonnages, 
just as Detroit, the West Coast and 
other areas were granted appeals 
because of population increases, 

Statistics on consumption of 
newsprint by publishers emphasized 
his point regarding the concentra- 
tion of consumption among a com- 
paratively few papers. He showed 
that of 1,716 daily papers, 584 use 
25 tons per quarter or less, and 
account for less than 1% of the 
total usage, while 1,209 publications 
use 11% or 94,000 tons per quarter. 

The consumption of 163 publish- 
ers, using between 500 and 1,000 
tons, is 262,000 tons per quarter, 
while 41 publishers, using 445,000 
tons, consume 51% of the total. 

“A small number of cities got a 
tremendous amount of tonnage on 
appeals,” Mr. Sullivan conceded, 
“but they had to have it. Every 
appeal is open to study—in fact, we 
recommend that publishers submit 
copies of their appeals to their com- 
petitors. The small publisher feels 
that he is being squeezed, but the 
WPB can’t correct competitive situ- 
ations within the industry.” 

He said that a questionnaire has 


been sent to all newspapers asking 
for information regarding consump- 
tion and inventory position, and 
urged prompt reports so that the 
newspaper advisory committee 
meeting Oct. 19 will have informa- 
tion on which to work. 

He intimated that in view of the 
increased number of appeals now 
being received, amounting to about 
37% of all newspapers, some 
changes in procedure will have to 
be established. He said that 276 
newspapers had been granted addi- 
tional tonnage in the first quarter 
and 228 in the second quarter. For 
the fourth quarter 330 appeals have 
been received, and additional ton- 
nage has been recommended for 
303, amounting to 60,000 tons. 

“In considering appeals we have 
avoided anything approaching 
essentiality,’ Mr. Sullivan added. 
“We have been assigned the matter 
of inventory information, which has 
been handled heretofore by the 
paper and pulp division. 

“We are hoping there will be an 
improvement in the production sit- 
uation. There is a possibility that 
war prisoners can be used in cut- 
ting wood. The Boren committee is 
also pushing for more production 
in Canada. Maybe more of the 
soldiers in Quebec can be sent into 
the woods.” 


Extra Tonnage Unused 


In explaining his reference to the 
“scandalous” character of the ap- 
peals situation, Mr. Baker, chair- 
man of the newsprint committee, 


said that his papers, the Louisville 
Courier-Journal and Times, ap- 
pealed for 220 tons for the first 
quarter, and _ this 


amount was 
granted. The papers did not use 
the additional tonnage, however, 


and no appeals have been made 
since. 

“In order to meet our quota of 
newsprint consumption,” he said, 
“we have declined 500 columns of 
advertising. We have frozen our 
over-all circulation and cut our 
street sales. We assumed that the 
order meant something, and we 
have lived up to it. We feel that 
the newsprint situation is something 
the newspapers should gladly con- 
form to, and that 60,000 additional 
tons should not have been allotted 
on appeal.” 

Ralph Nicholson, publisher of the 
New Orleans Item, expressed dis- 
appointment over what he termed 
“tremendous waste by big news- 
papers,” which he said meant a 
reduced available supply for next 
year. The reduction order didn’t 
reduce, he declared. The procedure 
isn’t working. 

“It’s inexcusable that such large 
amounts of paper should have been 
given the large publishers,” he said. 
“The WPB hasn’t done a good job.” 


Competitive Reasons Blamed 


The consensus of opinion among 
those participating in the discussion 
seemed to be that most of the ap- 
peals were made because of com- 
petitive reasons, and to avoid being 

(Continued on Page 48) 
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tT? 


“Asleep at the switch" is a pretty lame excuse to 
give yourself when you open your eyes to reality. 
Wake up to facts such as these: the *BPIC Special is 
‘way down the tracks already—headed, but fast, for 
booming post-war cash-on-the-line sales. If you hustle 
you can still get aboard but, brother, you can't stand 


there trying to decide. 


Make up your mind now ... 
THIS MINUTE .. . to catch that whizzing locomotive 


bearing salesmaking messages to a large, eager, re- 


~ RHE 
emcees 


ceptive and close-by market. Commission *BPIC Spe- 
cialized Export Publications to carry your own name 


| 


and product on the most productive export pages pub- | 


lished . . . let *BPIC deliver your message monthly to 


Latin American businessmen with real money to spend 


now and more when the war ends. 


*BPIC Specialized 


Export Publications give you more than 80% paid cir- 
culation — a frank boast no other export publisher 


*BUSINESS PUBLISHERS INTERNATIONAL CORPORATION, 330 WEST 42nd STREET, NEW YORK 18, N. Y. | 
(Affiliated with McGraw-Hill Publishing Co. Inc. and Chilton Co., Inc.) 


INGENIERIA 


RMACIONAL 
puDUSTRIA 


FARMALEUTICO 


published monthly in Span- 
ish, circulates to the Latin 
American INDUSTRIAL 


published monthly in Span- 
ish, 
American CONSTRUCTION 
field. 


Asia, Africa, 
Oceania. 


popes a in Eng. 
‘ ; an reulating to the 
Greuiates to the Late AUTOMOTIVE TRADE in 


Europe and 
Latin America. 


published monthly in Span- 
ish and circulating to the 
AUTOMOTIVE TRADE in 


published monthly in Span- 
ish and circulating to the 
DRUG TRADE in Latin 
America. 
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Pepperell Nam.s 
Benton & Bow] :s 
as New Agenc 


Boston, Sept. 30.—Peppe: 
Company, maker of Lady P 
sheets and Pepperell fabr ; 
appointed Benton & Bowk _ x, 
York, to handle its adv: rtig;,, 
effective Jan. 1. ¥ 

During the past year P 


Perel 
placed advertising amoun ng | 
approximately $132,000, with 5134 
for newspapers, $110,000 fo: mao. 


zines, $3,000 for farm journ \s, », 
$6,000 for radio. 7 

To explain use of cotton by 4, 
armed forces, company repr ‘ser. 
tives toured an East Coast 


Am 
camp last year, taking acti : oe 
tures showing how Peppere! pro; 
ucts are utilized in operating roop, 
hospital wards, for herr igho,, 
twills and fatigue uniforms. Fy), 
page advertisements in severa! leas. 
ing national magazines high) ight. 


the Pepperell campaign for Civili 
information. 


Essentiality « of 
Outdoor Industry 
Explained to WMC 


Washington, D. C., Sept. 29. 
Advertising’s role in delivery 
wartime information messages w: 
thoroughly explained to a Wy» 
Manpower Commission essential jp. 
dustries committee Tuesday whe, 
representatives of the outdoor ad. 
vertising industry and the W, 
Advertising Council appeared 
protest classification of sign paint. 
ers and bill posters as non-defer. 
able. 

Although the hearing lasted on! 
an hour and a half, a review o 
activities of all media was brough; 
to the attention of the committe 
In addition, outdoor advertising 
advocates supplied letters of com. 
mendation from heads of variou 
agencies showing that 24 - shee 
posters were essential to the war 
information program. 

The decision on the status of thy 
bill posters was taken umder con. 
sideration by the WMC group, ar 
a ruling is expected within a fey 
days. Under the present regulation 
sign painters and bill poste 
although not considered non-essen- 
tial, are non-deferable. 


United Names Wilson 


John G. Wilson, formerly vice- 
president, general manager and : 
director of Goldblatt Bros., Chi- 
cago department store, has bee 
appointed executive assistant 
William H. Yates, president of 
United Wall Paper Factories, ©! 
cago. 


Opens Richmond Office 
Courtland D. Ferguson, Inc., aé- 
vertising agency with offices 
Washington, D. C., and Baltimor 
has opened a branch office in th 
Mutual buildimg, Richmond, Va 


with Frank G. Christian as man- 
ager. 


Joins Reinhold-Gould 


Henry Yohalem, printing ex:cu- 


tive, has joined the sales stat 
Reinhold-Gould, Inc., New 
paper merchant. 


500,000 


STOCK PHOTO 


- WRITE FOR INFORMATION © 
ABOUT OUR CATALOGUE 


KAUFMANN & FABRY 


425 S. WABASH AVEN 
CHICAGO 


i: ee 
a —_ 
| . 
7 
| 
| 
ee 
| 
| 
1 stains eee 
= Ts ahd } | 
oS : wp | 
nen. a cle “af — 
on o . sie (Q\ Af rR 
; yo ene nt my a oO Oy we : | . 
ia £ att —_ a ee FSC. se . = be» Ase > 
‘ Oe Pi pte iia Beh ee al oe = bE, ah ey | 
eee 
i «oh : aah ms ; omx Vn a } Bw esa ane 
s oe 8 _ a) oo ’ \ * +e a 
ae > A, | —_ - § ; 
en ALS am p>. /f % 
W NTE ae a a ae ee | | 
Bite. ge . T | ™N “ a = aoe. ee cr cut a - " ‘ | 
LA f ee gaa . | 
AS P ie >. t ae : as —.. i a ; hag te tee ~ . Lf Le e- 
pe 7 — ON See. fF | | 
MS —— ! . a <— rac ——— = Saat e iol is . ee a “ | | 
vee J mm OE i iit eT — | 
i — ecg Om I ON | | 
= a 4 . | sé ro } 
Ps ar age =< ae es a y “ a Fy - PLP j z seinen TI 
_ < e . 
a | 
ee | a 
ee : 
Ps §8= 
” i 
| 
] of og & 
ee can make! | - , a 2 
== S—— \ - SEE — eT ——— 1 | i | F } 
fn | == —— | 7 | | ae al 
\\ 1 | } . A 
\ | 
= myles || pean | 
= | | ——E 
= | 
| a 
| | | 
lL. one fe i 
ot 
: = Bae, © £ P<, aha oe on ae ae WT _ ; as * <p. ée S54 2 epee fis ar roe -* = oe hae —_ . se! ‘ ae: aoe ie an, pcb i of Rag Me: ‘. ie ° aa a ae SER 
Be Cat > om wae oy a , + a sy ; : : 4 «apres ga ats a > 4 = 3 +e Ki be s! a ay Py te er Sts et cau oe ta 3 pee 
me a : “ eugene ia S te 8 ¥ ? at oe > te Leal = id s , ee =. “i 5 tities , wo all 


Vou Can't Hold LEADERSHIP 
For 42 Vear's Unless Vou re The 
BASIC 

Advertising Medium 
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* FOR THE PAST half century America has been changing .. . Changing 
: at furious pace ... Wars, political conflicts, booms, depressions, old 

oul | habits of living giving way to the new... Twogenerations, born and 

grown to womanhood and manhood. | : 

CHANGE, ALWAYS CHANGE, but through it all The Chicago Daily 
oll | News has been FIRST in Total Display advertising linage, as compared 

x | with any other Chicago newspaper, morning, evening or Sunday* ... In 


good times or bad the merchants of Chicago and the manufacturers of 
the U.S.A. kept their faith in The Daily News as Chicago's BASIC adver- 


il _ tising medium. 


WHY THIS UNSHAKEN, enduring belief? ... Only one thing, obviously 
| ... And that is repeated experience year after year... Repeated results 
) year after year... Surety of yield at a cost without waste — that's BASIC! 


*Source: Advertising Record Co.—Media Records, Inc. For fair comparison liquoi 


linage omitted since The Daily News does not accept advertising for alcoholic beverages. 
i 
: ' 
{ FOR 67 YEARS CHICAGO’S HOME NEWSPAPER 


ITS PLACE IN THE HOME IS ONE OF 
RESPECT AND TRUST 


DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO NEW YORK OFFICE: 9 Rockefeller Plaza 
DETROIT OFFICE: 7-218 General Motors Building SAN FRANCISCO OFFICE: Hobart Building 
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Cox Resigns FCC 
Committee Post 
While Under Fire 


Claims Personal 
Attacks Cloud 
the ‘Real Issue’ 


Washington, D. C., Sept. 30.— 
A complete change in the tactics of 
the House select committee investi- 
gating the FCC seemed probable 
today after Rep. E. E. Cox, moving 
spirit in the investigation and chair- 
man of the committee, resigned 
under heavy fire from the press and 
from civic groups. 

Rep. Cox announced his decision 
to retire from the committee in a 
dramatic speech to the House in 
which he said he gave way before 
“slander and insults” heaped upon 
him daily. Even as he spoke, Rep. 
Rayburn, Speaker of the House, 
was holding up action on a petition 
from FCC Commissioner Clifford 
Durr asking that the House dis- 
qualify Rep. Cox from serving on 
the investigation. 

The fight to discredit Cox had 
been started by Commissioner Durr 


more than four months ago with a| 
petition to Rep. Rayburn, detailing 
charges that the Georgian had ac- 
cepted $2,500 for appearing before 
the FCC on behalf of WALB, Al- 
bany, Ga. The Durr petition was 
rejected by the House judiciary 
committee recently, “for lack of 
authority,” but was resubmitted to 
the Speaker last week. 


Committee Conduct Criticized 


During the long summer months, 
while the committee was sitting, it 
received what is generally consid- 
ered the most unfavorable press 
ever suffered by a Congressional 
investigation. The charge against 
Rep. Cox was frequently mentioned 
and the tactics of the committee and 
its staff, which prevented the FCC 
from placing any testimony in the 
record were openly scored. 

The controversy came to a head 
this week, however, when Rep. Mag- 
nuson of Washington, one of three 
Democrats in the five-man group, 
returned from a trip to the West 
Coast and announced that he would 
protest against the conduct of the 
committee. Rep. Magnuson and his 
fellow Democrat, Rep. Hart of 
New Jersey, had been an inactive 
minority on the committee with 
Rep. Cox and two Republicans, Rep. 
Miller of Missouri, and Rep. Wig- 
glesworth, of Massachusetts, guid- 
ing policy. 

With Rep. Cox now removed from 
the committee, it is believed that 


the new Democrat to be named by 


Speaker Rayburn will be one more 
favorable to the Magnuson-Hart 
point of view. 


Next Move Uncertain 


Although Rep. Miller claimed that 
they had advised Cox to resign at 
least two weeks ago, the move 
apparently caught the committee by 
surprise, for no information was 
available on the next move in the 
investigation. After the Tuesday 
incident when Rep. Magnuson had 
voiced his intention of studying the 
23 volumes of the committee’s rec- 
ord “to see if the committee and 
its staff had exceeded the authority 
granted it by Congress,” Rep. Cox 
had called hearings for Oct. 6 with 
Commissioner T. A. M. Craven 
scheduled for further questioning 
on FCC war activities. Newspapers 
and correspondents in Washington 
played no small part in the final 
squeeze to force Cox off the com- 
mittee. On Monday, the Washing- 
ton Post printed a double-column 
open letter on Page 1 demanding 
his removal. Even as Rep. Cox was 
speaking to the House, the Wash- 
ington News, a Scripps-Howard 
paper, appeared on the street with 
an article setting forth precedents 
which would open the way for 
Cox’s removal. 

Among the protests filed on the 
case was one this week from the 
American Civil Liberties Union. 
Others that had contributed to the 
pressure for Cox’s removal were 
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Children in Fort Wayne 
have nothing to worry about 


@ School days or play days, Fort Wayne children have no 
worries. There is always a roof overhead and a square meal 


on the table. Sixty-five percent of parents own their own 


homes...and employment is always steady. 


Fort Wayne is not a boom town...it’s a good town. Right now, 
of course, wages are high and population is larger than ever. 
But before the war and stretching back through the years— em- 
ployment has always been steady and wages very good indeed. 


There is every reason to believe that Fort Wayne will con- 
tinue as an outstanding market when peace is normal again. 


Six days every week The News-Sentinel is delivered by 
carrier to 97.8% of all the homes in the City of Fort Wayne. 


Che News-Sentinel 


Fort Wayne's “Good Evening” Newspaper... Established 18535 


REPRESENTATIVES 


ALLEN-KLAPP 


FORT WAYNE, INDIANA 
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columnist Drew Pearson, PM and 
the New York Herald Tribune. 

In his speech to the House, Rep. 
Cox declared that personal attacks 
had clouded the “real issue” of 
whether the FCC had been malad- 
ministered. He said the country 
and the House were deeply con- 
cerned to ascertain the facts “with- 
out prejudice and free from per- 
sonal controversy.” 

“The first duty of every member,” 
Rep. Cox said, “is to consider the 
welfare and effectiveness of the 
House itself. The action which I 
take today is based solely upon that 
connection and my deep desire to 
live up to the most sacred obliga- 
tion of this body and my oath as 
a member of it.” 

The House arose and applauded 
following the talk. Citing the action 


as evidence of his “high courage,” 
Rep. McCormack, the majority 
leader, asserted “His nobility of 


character prevented him from con- 
tinuing in a post that might cause 
embarrassment to the House.” 

Rep. Rayburn commented on the 
floor: “It was a courageous action 
in a dangerous situation.” 


National War Fund 
Launches Drive 
for 17 War Groups 


New York, Sept. 28.— Covering 
three great fronts, the military 
front, the United Nations front and 
the home front, the National War 
Fund, incorporating 17 major war 
relief agencies in one organization, 
will conduct an extensive nation- 
wide campaign during October and 
November to obtain donations for 
the 17 worthy causes which it rep- 
resents. 

Born of war, and linked to the 
peace by effective association with 
local home agencies for health, wel- 
fare and recreation, the National 
War Fund is a philanthropic fed- 
eration with three aims—to de- 
termine the nature and extent of 
the war-related needs, to see that 
everybody has a chance to con- 
tribute to the funds required, and 
to channel the sums raised for its 
member agencies wherever Ameri- 
can help is currently most needed. 

Agencies served by the National 
War Fund are the USO, United 
Seamen’s Service, United China Re- 
lief, British War Relief Society, 
Greek War Relief Association, War 
Prisoners’ Aid, Belgian War Relief 
Society, French Relief Fund, Nor- 
wegian Relief, Polish War Relief, 
Queen Wilhelmina Fund, Refugee 
Relief Trustees, Russian War Relief, 
U. S. Committee for the Care of 
European Children, United Yugo- 
slav Relief Fund and United 
Czechoslovak Relief Fund. 

Copy will appear in national 
magazines and in newspapers in 48 
states early in October to begin the 
drive for donations. Newspaper ad- 
vertisements are being handled by 
publicity chairmen of the local 
community chests throughout the 
country who make them available 
to local advertisers who either do- 
nate the space or run the copy in 
their regular space. 

Similar advertisements, handled 
by the national headquarters, have 
been offered to national magazines 
and trade publications to run in 
October and November issues. A 
special radio program will be 
broadcast by OWI, while many 
|commercial programs will devote a 
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Advertising Age, October 


1943 
WAR FUND COPY 
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This is one of a saries of advertise nents 
which will appear in newspapers, magp. 
tines, outdoor posters, window display; 
and car cards throughout Octobe: ang 
November when the nationwide drive fo, 
the National War Fund is launched 
Combining the 17 major war relief 
agencies, the organization consolidate 
relief work and eliminates duplication of 
drives. 


part of their time to the Nationa) 
War Fund. 

More than 10,000 24-sheets are 
being put up throughout the cou- 
try, through the cooperation of the 
Outdoor Advertising Association 

The Retailers War Program ha; 
distributed to retail merchant 
throughout the country a list of 
suggestions for merchants in pro- 
moting the fund. 

Dr. Henry M. Writson, Brown 
University president, is public rela- 
tions committee chairman, directing 
the campaign. General chairman of 
the advertising is Thomas D’A 
Brophy, president, Kenyon & Eck- 
hardt, New York, with the follow- 
ing committee chairmen: publica- 
tions, John P. Cunningham; radio 
Joseph R. Busk; outdoor and poster 
Paul Holder; publicity, Bernard 
Lichtenberg. 


Schlotman Promoted 

Ray Schlotman has been named 
advertising manager of Dow Drug 
Company, Cincinnati and Pittsburgh 
chain, to succeed W. K. Downing, 
who has resigned. A member of 
the company for over 25 years, Mr 
Schlotman has been assistant dis- 
play manager, with headquarters in 
Pittsburgh, for the past 11 years 


Hartman Gets Meier 

B. Meier & Sons, New York food 
distributor, has appointed L. H 
Hartman Company, New York, to 
handle the advertising of Golden 
Center Wheat Germ. A test cam- 
paign, including spot radio, is now 
being run. The fall campaign wil! 
be based on the results of the test 
program. 


Yohe to Philadelphia 


Cleon Yohe, promotion manager 
for Kelly-Smith Company, newspa- 
per representative, New York, has 
transferred to the organization’s 
Philadelphia sales staff. 


KFRC Names Keyser 

Bunty Fabian Keyser, former!) 
with Stations KSL and KUTA, S:!t 
Lake City, has been named prom»- 
tion and publicity director of KFR¢, 
San Francisco. 
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IN THE SOUTH’S 


- 


50,000 WATTS 


| THE GREATEST SELLING POWER 


CBS Affiliate 


Nat'l Representatives: The Katz Agency, Inc. 


GREATEST CITY 


NEW ORLEANS 


CLEAR CHANNEL 
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Here is what AIRCRAFT MAINTENANCE 
AND OPERATION does: 


IT TALKS TO THE MEN WHO MAINTAIN THE PLANE 


There are many fine 
publications in the air- 
craft field today. They 
cover the man who flies 
the plane. They cover the 
man who designs and 
produces the plane. They 
cover the man whose 
plane is his hobby. This 
new publication is to serve the men who really need 
the most “know how” of all—the men who maintain 
and repair the plane. 


When you realize that for every 100 new aircraft pro- 
duced according to figures of the R.A.F., a further 70 were 
obtained by production from repair —then you will realize 
the true importance cf the men who maintain and repair 

he plane. 


Here is a publication that reaches these men and talks 
n their own language, solely about their problems. It 
cals with the technical problems concerned with main- 

nance, service and repair of aircraft, components and 

cessories. It presents valuable “know how” information 
‘n techniques and processes essential to efficient aircraft 
\aintenance. 


IT TALKS TO THE MEN WHO MAINTAIN THE AIRPORTS 


In addition, AIRCRAFT 
MAINTENANCE AND 
OPERATION carries arti- 
cles concerned with the 
operation of repair shops, 
the management, operation 
and maintenance of airports, 


traffic control, handling and 


needs today! 


garaging of aircraft and allied problems. And these arti- 
cles are prepared and contributed by leading authorities 
in the industry. 


IT HELPS “KEEP "EM FLYING” 


For the duration of the war the policy ot this magazine 
will be to transmit essential information to promote the 
efficient maintenance of the Nation's aircraft, all now be- 
ing used in the interest of the war. Our foremost purpose 
will be to aid countless thousands of men engaged in the 
task of “keeping ‘em flying’ — men who are responsible 
for the lives of our combat fliers, for the efficient service of 
our commercial air lines and Civil Air Patrol. 


IT FILLS AN IMPORTANT NEED OF MANUFACTURERS 


It provides the long- 
wanted vehicle to get 
helpful “know how” in- 
formation about parts, 
materials, and equipment 
to the men engaged in 


maintaining our military 
commercial and civilian 
aircraft, wherever they may be. Advertisers can contribute 
to the efficiency of our flying men by supplying copy that 
gives informative and helpful suggestions to the men who 
maintain them. 


CULTIVATE TOMORROW'S IMPORTANT AIRCRAFT SERVICE MARKET 


By serving the needs of maintenance men working on 
our military commercial and civilian aircraft today, all of 
whom are now “flying for the war,” manufacturers take a 
major step toward building product recognition and good 
will that will be so important in peacetime. The men who 
are aircraft service men in the armed forces today, will be 
the civilian aircraft service men of tomorrow. Their im- 


portance, when the war is over, simply cannot be over- 


AIRCRAFT MAINTENANCE AND OPERATION 


Here is a new publication that fills a double need in the aircraft world. 
First, it fills the need of maintenance men for a source of information and 
education. Second, it fills the needs of the manufacturers for disseminat- 
ing information regarding their products to aircraft maintenance men. 


This new magazine offers vital service in meeting these two important 


estimated. They can make or break the product leaders of 
the future. They can now be cultivated in AIRCRAFT 
MAINTENANCE AND OPERATION. 


ITS CIRCULATION “BLANKETS” MAINTENANCE HEADS 


AIRCRAFT MAINTE- 
NANCE AND OPERA- 
TION will guarantee a 


circulation in excess of 
15,000 copies. It will be on 
a “controlled” basis, to as- 
sure complete coverage of 
all men responsible for air- 
craft maintenance, and will benefit to the fullest extent, 
our military flying activities. Thus, regardless of the loca- 
tion of the men responsible for the all-important jobs of 
aircraft maintenance, those it will best serve will receive it. 

There will be no newsstand sales. No subscriptions will 
be received from individuals not connected with the 
maintenance, service or operation of the aviation industry. 


EARLY SPACE RESERVATIONS ARE ADVISED 
Because the publisher is producing this new magazine 
without requesting additional paper, advertising space 
must be limited. 


Conover-Mast Corporation, 205 East 42nd Street, New 
York, 17; 333 North Michigan Avenue, Chicago, 1; Leader 
Building, Clevelond, 14. Duncan A. Scott, West Coast Repre- 


sentative, San Francisco, 4, Los Angeles, 15. 


MAINTENANCE. 


A CONOVER-MAST PUBLICATION. 
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In Washington... 


Army's Contract 
Plans Disclosed 
at Special Meet 


D. C., Sept. 


Washington, 


fidential analysis” 


tions of “blood, sweat and tears” 


ahead or the effectiveness of Amer- 
military might under battle 


ica’s 
conditions. 


At one strictly business session, 


30.— 
When the War Department invited | 
200 leaders of industry, labor and 
the press this week to share a “con- 
of the military 
situation, it provided more for them 
to think about than chilling predic- 


for instance, Brig. Gen. Albert J. 
Browning, director of the purchases 
division of the Army service forces, 
outlined the Army’s own plan for 
contract termination, a plan which 
includes loans and direct loans by 
the government to speed reconver- 
sion of industry. 

There may have been no ulterior 
motive, of course, but it is interest- 
ing to note that some of the most in- 


adopt a statement of policy specific- 
ally relaxing present auditing re- 
strictions. 

Unless such Congressional action 
were adopted, it is difficult to see, 
for instance, how the War Depart- 
ment will be able to allow much for 
institutional advertising commit- 
ments, even though the present reg- 
ulations governing termination, 
Procurement Regulation 15, implies 


tensive jockeying for position for| that reasonable advertising commit- 
the impending political struggle for | ments would be considered in settle- 


the control of contract termination 
/machinery has been going on in 
Washington during the past few 
| days. 

About a month ago, Dr. Stanley 
Teele, chief of the WPB procure- | 
ment policy division, expressed some 
|ideas on contract termination. These 
remarks were interpreted as a WPB |} 
bid for a part in these postwar set- 
tlements which must inevitably de- | 
termine the character of America’s 
postwar industrial system. 


BOOKLET MAILED TO 
PRECUTIVES ON REQUEST 


| WILL 
a HE 


540 N. MUCHICAN - CHICAGO - WHITEHALL 7819 


Since then, the Comptroller Gen- 
eral, Lindsay Warren, has notified 
Sen. Murray, chairman of a Senate 
committee considering contract ter- 
mination machinery, that many of 
the quick settlement plans now fav- 
ored by WPB and other agencies, 
would be illegal under current law. 

It is generally conceded that Gen. 
Warren is on sound legal ground, 
and that for the moment at least, he 
has taken the initiative away from 
the war agencies. He is holding out 
|for full auditing of all settlements 
‘Otherwise, he says, Congress must 


ments. 

The entire subje: of contract ter- 
mination has had _ considerable 
thought in recent weeks. A special 
subcommittee of the Senate military 
affairs committee, consisting of 
|Senators Murray, Truman and Rev- 
ercomb, will begin hearings shortly 
in an effort to write a bill which 
| will probably replace a bill offered 
| by Senator Murray this spring, but 
already considered obsolete. 

Gen. Browning, in speaking to the 
business men, labor leaders and pub- 
lishers, explained that the Army’s 
plan is intended to insure against 
prolonged shutdown of our indus- 
trial facilities. “At some point the 
desire for exactness and perfection 
in settlements must give way to 
the need for more speed. The dif- 
ferences between settlements on this 
basis and the most carefully audited 
settlements could not possibly jus- 
tify the terrible cost of an extended 
period of idleness for industry and 
labor,” he said. 

It was interesting to note that de- 
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OWA'S 
looks to be steadier than anyt 
country. 


Why? Most important, naturally, 
stability of 25% 
duced on farms, is spent in urba 
flows through the cash registers 


benefit wholesalers and manufacturers. 


Thus, price indexes can climb or 
figures spiral up or down.. 


rain and soil and sun and air. 


Iowa's chunk of war contracts, though sizable, is 
far less than its average annual farm income . 
less by far than Iowa’s normal industrial produc- 
tion. No great distortion there to take up when the 


tension is over. 


luck holds good. Iowa's postwar world 


of the country’s best black earth— 
the good unfailing earth of lowa. This wealth, pro- 


. but year in and year out, 
lowa is at the top in producing new 


What a Pleasing Picture 
of a Postwar World! 


hing else in the 


is the unbeatable 


n communities— 
of merchants to 


fall, employment 
oa eee paths of peace. 


real wealth from 


ta 
‘4 


Nor has Iowa a big migratory population problem 
to unscramble—or finance. lowa people are working 
in lowa war plants. . 
farm in peacetime, but work in Iowa's industries. 
When the war ends, Iowans can reach for their hats, 
stuff their pockets with their bonds and bankbooks 
and head for a home just down the road. 


. just as lots of folks live on the 


Wise sales executives are cultivating the stable 
Iowa market now. 


No “out of sight, out of mind” 


for their products when Iowa turns again to the 


They are picking the exclusive R & T Urban Iowa 


market—bounded by the pages of a paper whose 


.. still 


war areas. 


readers are the sales prospects that count. 


It's mighty good postwar preparation to build 
good will in R & T Iowa, one of the nation’s 20 top 
markets now—sure to be one of the steadiest post- 


— 


CULTIVATE 10WA TODAY... FOR CULTIVATING 10WA ALWAYS PAYS | 


if R & T lowa isn't on it, you're miss- 
ing one of your 20 top urban markets. 


my | IOWA 


A STA vials URBAN po 4 . 
BY A STATE-READ PAPER ...THE MES MOINES 


BArXeg ster & 


+ COVERED 


r~ebune 


spite the reported inability of civil- 
ian and military agencies to agree 
on a standard termination provision, 
both Gen. Browning and Dr. Teele 
have stressed the need for quick 
conversion, even if some financial 
risk to the government were in- 
volved. 

Gen. Browning reported there will 
be 100,000 prime contracts and 1,- 
000,000 subcontracts to settle, and 
that these will require a consider- 
able period “even with efficient 
procedure and highly trained per- 
sonnel.” Until last month, he said, 
8,520 contracts have been totally or 
partially canceled, of which 70% 
have been settled. 

Three things which Gen. Brown- 
ing considered essential for adequate 
financing of terminations were:» In- 
terest must be allowed on settle- 
ments to equalize the position of 
contractors who use private financ- 
ing rather than public; type of fin- 
ancing must be simple; the method 
must permit advancing money 
against inventory, receivables, work 
in process and payments to the tier 
of contractors immediately below.” 

At other meetings during the two- 
day session, War Department offi- 
cials defended contract renegotia- 
tion and War Department pricing 
policies. Joseph M. Dodge, chair- 
man of the War Department price 
adjustment board, reported that 
86% of cases assigned to the board 
were settled or in process of settle- 
ment by the end of August. The ob- 
ject of renegotiation, he said, is to 
accomplish sound pricing by allow- 
ing a reasonable profit after consid- 
eration of all pertinent factors 
connected with the situation of a 


particular business. 
* 


% * 


Officials of both the State Depart- 
ment and the Argentine Embassy 


|} |are withholding comment on the de- 


crees reportedly promulgated at 
Buenos Aires limiting advertising 
jand marketing of pharmaceutical 
|products in such a way that U. S. 
\firms might be driven from the 
| Argentine market. 

According to reports, the decrees, 


= |which still have not been officially 


| forwarded to Washington, prohibit 
|all radio advertising regarding self- 


| medication. Registered trade names 


|may be broadcast, but the accom- 


. | panying text must be entirely inno- 


Advertising Age, October 4, | 94) 


cuous, such as “Good Morning 
Illustrations of all kinds ar<« 
hibited in newspapers and p: 


ited 
advertising and the rules gove rte 
self medication are the same « {, 
radio. Window displays and a styj. 
bution of samples except to 0. 
pitals are prohibited as are th 
of sound trucks and similar m dj, 
All advertising must be approv« | by 
the board of health before it ap. 
pears. 
Coty Drops Two 
Perfume Brands 
(Picture on Page 1) 
New York, Sept. 30.—One of the 


few recent advertisements to rep. 


tion withdrawal of specific pod. 
ucts; has been placed by Coty, ne 
New York, which is currently run. 
ning copy addressed to the “Ameri. 
can Woman” explaining thy 
Chypre and Le Vertigo, two er. 
fume blends, will no longer be 


available. One-time advertisement; 
are appearing in 103 newspapers 
three national magazines and 4] 
trade publications in the drug and 
cosmetic fields. 

Sources. for the 30 ingredients 
necessary in.the manufacture of the 
perfumes have been closed because 
of enemy occupation of such terri- 
tories or shipping and labor difficul- 
ties in foreign lands. 

J. D. Tarcher & Co., New York, is 
the agency. 


NRDGA Plans Conference 


A southwestern regional meeting 
of the National Retail Dry Goods 
Association has been scheduled for 
Oct. 19-20 at the Hotel Adolphus, 
Dallas. _It will be conducted under 
auspices of the Bureau of Smaller 
Stores, with Morris Thompson, di- 
rector of the bureau, in charge. 


. | * 

Sponsors ‘Big Town’ 

Starting Oct. 5, the Centaur Com- 
pany division of Sterling Drug, Inc., 
will sponsor “Big Town” for Iron- 
ized Yeast through Ruthrauff & 
Ryan, New York. It will be aired 
over the full CBS network every 
Tuesday night, for a half hour, from 
8 to 8:30. 


SS USTMOIBE 


Frank, featured sports 


boy to accepted s 
thority, 


lengthening. 


Ne 
<< 


This may “” a picture where you 
and your products will fit. If you 
sell to men, this impressive record 
of success in selling to men must 


The dream of every boy is to 
be a sports writer and—well 
—you know the rest. Sta 


on 
umnist of the New York Post, 
made that dream come true 


through eighteen years of 
ladder climbing. From copy 


he has built a tremen- 
dous and loyal male audience. 


tw eau PAVOFE 


Advertisers to men know well of Frank's 
pull. That's why from 1939-1942 the 
New York Post has led all other New 
York evening papers in men's clothing 
advertising—and the first 8 months of 
1943 show the lead 


au- 


CASI COLLABORATIO) 


indicate to you where the cash |i « 
in the New wd market... in?! 
New York POST, of course. 


Further facts on this amazing men's mar! * 

are yours for the asking. Write, wi’ 

phone: 

Ed Kennelly, National Advertising Manag*’ 
We employ no national representative 
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1 pot A $20,000 Copy Man 


On A $471.33" Drug Topics Page? 


le 


© 400 
% PAOTIA Ad 
| ..- lt Makes Sense 


Who wrote the best pulling ad ever placed by your agency? Here’s what happened: 
Who hand-carved the headlines for the most talked of cam- 


: Bore nae Sales on a famous oral antiseptic went up 860 with drug- 
paign your outfit produced last year? Who’s Mr. Big in your 


; gist cooperation. 
copy department? 

Sales of an outstanding saline laxative increased 173% 
Name him and you’ve named the man we think should be when store promoted. 
writing every major DRUG TOPICS campaign that you A top vont seune-dd 10k tener whk dendies bide: 
schedule. 

An important liniment felt a 233% lift when pushed. 
If you figure on the basis of space casts, the suggestion doesn’t ; ie 
make sense. If you figure on the numerical size of the audi- A leading cold cream was upped 95.5‘« in volume. 
ence to be reached it won’t add up. But, if you make your Sales on the best known aspirin were increased 92‘. 
decision on the basis of the tremendous results which outstand . | 
ing copy can produce for drug trade clients in an outstanding A milk of magnesia sold 183 bottles with help, where 101 
trade paper like DRUG TOPICS, putting your copy star on 
every DRUG TOPICS assignment will seem as sensible as 


bottles had been sold without it. 


Get the picture? Get a feeling of the size of the job thousands 


buying War Bonds. 


of cooperating druggists can do for a product when bang-up 
DRUG TOPICS copy makes them want to do it? See what 
And here’s why it will seem wise. we mean when we say there’s no copy chore more important 


: ’ eae Z ,; ; , than the job of getting out superlatively good stuff for our 
Some time ago DRUG TOPICS made an interesting set of . S Ae 


Hf ; / ' ' columns—no assignment more worthy of your best copy man’s _. 
' studies. Seven of the most heavily national advertised items ange ame gee 
; " : vest elrortsr eg 
in the drug field were tested. One week they were put beneath * * * 

the druggist’s counter and dispensed only on demand. The . a 
th San! i 1 the; h i Probably some of your clients aren't interested in greater sales these ass 

next week they were displayed and their purchase suggestec days. But they will be some day. And, when they are, we hope that ia 

by clerks. you ll remember this message and recall the facts that it presents. — 


DUE TORICS 


RUG TOPICS’ 13-time page rate. 330 WEST 42nd STREET + + + NEW YORK CITY 18 5 : 
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Electronics Made 
Commonplace in 
Motorola Copy 


Chicago, Sept. 30.—Postwar Mo- 
torola radios for both home and car 
—and the part electronics will have 
in their construction — will be 
stressed this fall in an expanded 
campaign in 10 magazines and 113 
metropolitan newspapers. An even 
heavier schedule is being developed 
for 1944. 

The manufacturer, Galvin Mfg. 
Corporation, believes the consumer 
is anxious to know how new devel- 
opments in electronics will improve 
his living conditions. An improved 
radio set is expected to be one result 
of electronics studies, and Galvin 
naturally will feature this fact. 


The advertisements will seek to 
avoid consumer misunderstanding, 
to put an end to fantastic dreams 
about super radios with secret elec- 
tronic compartments for doing all 
kinds of miraculous things. 

The subject is presented dra- 
matically in a typical advertisement 
illustrated by a man in earphones 


and the headline, “Electronics? 
Sure! We've had it in our home for 
20 years.”” Copy goes on to explain 


that “We have been enjoying the 
miracle of electronics these many 
years” through the familiar living 
room and car radio. Radios, the 
advertisements stress, are electronic 
devices. 

Production of radar and radio 
communications for the Army and 
Navy will continue to be Galvin’s 
full-time war job, the company says, 
but consumers can be assured of a 


postwar Motorola that “will look 
and sound swell.” 

On the magazine list for the fall 
campaign are American Magazine, 
The American Weekly, Collier’s, 
Cosmopolitan, Life, Michigan Motor 
News, Movie Radio Guide, National 
Geographic Magazine, Popular Me- 
chanics and The Saturday Evening 
Post. 

Gourfain - Cobb Advertising 
Agency, Chicago, handles the ac- 
count. 


Buys Niagara Sprayer 

Food Machinery Corporation, San 
Jose, Cal., has purchased controll- 
ing interest in the Niagara Sprayer 
& Chemical Company, Middleport, 
N. Y. The company will be oper- 
ated as a separate unit of Food 
Machinery Corporation and_ will 
continue to serve its regular trade. 


Continues C-H-B Drive 

California Conserving Company, 
San Francisco, is continuing its 
newspaper promotion of C-H-B 
condiments with 1,000-line, two- 
color copy and 280-line black-and- 
white insertions in 130 newspapers 
of the far West. Brisacher, Davis 
& Van Norden, San Francisco, is 
the agency. 


Wilson Promoted 


Arthur W. Wilson, for the past 
two years eastern advertising direc- 
tor of Small Homes Guide, New 
York, has been named vice-presi- 
dent and director of sales and 
elected to the board of directors. 
Sidney C. Warden has been named 
to represent Small Homes Guide in 
the Midwest, with headquarters in 
Chicago. 


for your sponsorship 
picture theatres. 


the War Department. 


to victory. 


RECRUITING 


CAMPAIGN 
in motion pictures 


“Speed Them Back—Join the WAC”—is the offi- 
cial theme of the important campaign now under 
way—calling for 200,000 WAC volunteers. 
strong appeal has been dramatized by SCREEN 
BROADCASTS in a series of stirring films ready 


This 


on the screens of motion 


These dynamic less-than-a-minute screen spots 
were developed under the direct supervision of 


They offer a particularly 


timely and important opportunity to put your 
company and product name in the line of march 


The campaign is designed to give guaranteed release to one film subject 
each week as part of each regular performance during the week. Each 
subject closes with the sponsor's name and message impressively nar- 
rated against a musical background. The campaign can be sponsored 
nationaily, sectionally, locally. Communities to be covered and theatres 
to be used in these communities are selected by the sponsor. 


Sponsorship is amazingly reasonable, since there is no production cost to the sponsor. 
Low distribution rates cover everything. This campaign is commissionable to advertising 


agencies. Ask SCREEN BROADCASTS how your War Advertising can immediately tackle | & 


this BIG job! 


''THE NATIONAL NETWORK OF THEATRE COMMUNICATIONS’ 


923 


122 East 42nd St 


Murrayhill 3-499) 


ci Pe EL, a 
as ey. x > 


Distributed by 


MOTION PICTURE ADVERTISING SERVICE CO., INC. 
1032 Carondelet St. 
NEW YORK CITY NEW ORLEANS, LA. ATLANTA, GA. 
Magnolia 4545 


Rhodes-Haverty Bidg 


Walnut 355! 


SCREEN BROADCASTS 


15TH STREET, N. W. WASHINGTON, D. C. 


UNITED FILM SERVICE, INC. 
2449 Charlotte St. 333 N. Michigan Ave. 


KANSAS CITY, MO. CHICAGO, ILL. 


Harrison 5840 Randolph 2248 
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Contract Accepte: 
New York, Oct. 1.—The A n¢,;_ 
can Federation of Musicians y. stey. 
day revealed terms of the co trap 
offered to Decca Records a: jt, 
subsidiary, World Broadcastin; Sy. 
tem, both of whom officially « zne, 
the pact. Officials at WOR Re corg. 
ing Studios said they had <oung 
nothing in the AFM terms which 
would cause any hitch in WOR’; 
accepting the same terms. Thomas 
M. Kelleher, manager, added that 


WOR would sign up as soon as jt 
received contractual forms. 

Decca Records, after closin; 
contract with the musicians’ unj 
issued the following statemen 
plaining its decision and effect; 
the agreement: 

“The new contract with Ameri 
Federation of Musicians wil! n 
result in higher cost to public 
radio stations. Decca recognizes 
new principle of continuing interest 
in recordings on the part of AFM 
members. Decca Records today suc- 
cessfully concluded and signed a 
contract, effective as of Sept. 20, 
1943, with AFM giving effect to the 
principle of a continuing interest 
which all members of the Federa- 
tion have in use of recordings 
containing instrumental music re- 
corded by members of the Federa- 
tion.” 

Decca officials stated that most 
of the terms included in this new 
contract are those under which all 
companies have been operating 
under a licensed arrangement with 
the AFM since 1937. This licensed 
arrangement is now supplanted by 
a mutual agreement. The only new 
principle involved is Decca’s own 
recognition of the rights of the mu- 
sicians to a continuing interest in 
their recordings. 


Restricted to New Business 


“Now royalties apply only to ‘new 
business,’ ”’ E. F. Stevens Jr., execu- 
tive vice-president, stated. “To 
elaborate, the royalty rates ranging 
from one-quarter cent on 35 cent 
records upwards will apply on all 
recordings made from Sept. 20 on, 
by members of the Federation, and 
will therefore be charged against 
new business only, and not against 
the thousands of records which 
already make up the great Decca 
catalog. Likewise, in the case of 
World Broadcasting the 3% rates 
payable on electrical transcriptions 
containing performances by Federa- 
tion members used more than once 
by customers, the fee will be pay- 
able only on recordings from that 
date and similarly will represent a 
charge against new business. This 
arrangement can ultimately result 
in the payment of substantial sums 
under the principle established by 
the agreement.” 

Two additional companies have 
lined up with the six other tran- 
scription companies which are peti- 
tioners before the WLB. These are 
Columbia Recording Corporation 
and RCA-Victor. Chairman Meyers 
of the WLB panel overruled t 
objection of Joseph E. Padwa 
union counsel, and accepted the 
petitions of Victor and Columbia. 


YOU CAN'T 
COVER MICHIGAN 


| 


WITHOUT... 


Every Michigan 
should include Ba 
Creek. Respons 
market. One ne 
paper serves it 
daily and Sund 
Civilian popul at 
67,776. 
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“IMPORTANT: Significant 


"HE 


COMPLETE 


, essential, momentou 


WEEK, 


Of all commodities NEWS today is among the most 
important.* And the most important of all news to 
men of affairs is the NEWS OF NATIONAL AFFAIRS. 


Exactly one magazine in all of America is devoted 
100% to reporting, explaining, spot analyzing 
and forecasting the NEWS OF NATIONAL AFFAIRS. 


Daniel W. Ashley, Vice President in charge of Advertising 


MONDAY TO FRIDAY, SPED TO SUBSCRIBERS 
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without Food 


- a mule has emotions. Titillate his 
glands with temptation, ask him to follow 
a synthetic swallow and he'll balk, unless 
you fork over some real hay! 


Now, there's nothing mulish about the 
readers of The American Magazine, but 
they, too, have balked at the script-tease 
otherwise known as the continued story. 
In fact, a whole jury of The American's 
addicts have kicked like a mule over the 
phrase ‘To be continued.” 


For that reason we have eliminated 
tne G-string from our editorial wardrobe. 


Yes! We have discontinued the con- 
tinued story. Readers of our October 
and subsequent issues are sitting down to 
full fiction meals . . . meals boasting two 
main courses ... two complete novels 
per issue. Instead of six or seven con- 
tinued stories a year, they'll thrive on a 
reading diet of twenty-four concentrated 
dramatic novels written to our specifica- 
tions, fresh from the pens of America's 


IN THE SERVICE OF THE NATION 
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top-flight authors . . . authors of the cali- 
bre of Pearl S. Buck, Rex Stout, Philip 
Wylie, Sophie Kerr, Kay Boyle, Christo- 
pher LaFarge, and |. A. R. Wylie. 


In the November issue are featured 
Margaret Culkin Banning’s SHE CAN'T BE 
ELECTED and THE TOY-BOAT MURDER by 
Kelley Roos. These complete novels, plus 
The American Magazine’s usual gener- 
ous servings of short stories, timely and 
informative articles, short features, car- 
toons, pictures, and illustrations, are 
made possible by the elimination of 
serials. 


This change in the editorial policy of 
The American Magazine means, for the 
advertisers fortunate enough to appear 
in its pages, more attention, more inter- 
est, more acceptance from an audience 
no other magazine can match. . . an audi- 
ence of “the people who give a damn” 
for the magazine whose publishing 
policy is “In The Service of The Nation.” 
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Is Advertising Essential? 


In answering the question pre- 
sented in the title of this editorial, 
it is only necessary to review what 
the government itself is doing 


gram, it would seem only logical 
that all of the workers needed for 
advertising production would be re- 
garded as essential. This does not 


through advertising, directly and 
by participation of advertisers in 
every campaign which has been 
presented since the war began. The 
war on the home front has relied 
for success on the widespread and 
effective use of advertising of every 
character, thus calling into play all 
of the creative resources of the in- 
dustry, as well as the full coopera- 
tion of advertisers, agencies, media 
and suppliers. 

Thus we feel that there can be 
only one answer to the question, “Is 
advertising essential to the success- 
ful prosecution of the war?” and 
that is an unqualified yes. If it is 
essential, it follows that the work- 
ers who produce it are equally es- 
sential, since the design and execu- 
tion of advertising programs utilize 
the vast and complex facilities of 
advertising production of every 
kind, from the studio artist to the 
printers, engravers and poster em- 
ployes whose services are necessary 
to get the final message before the 
public to whom it is addressed. 

Since the general policies of the 
government have emphasized the 
essential character of advertising in 
the execution of the domestic pro- 


mean that they would be definitely | 
deferred from military service, but, | 
like the workers in other essential | 
industries, they would be called for 
service with due regard to the im- 
portance of their jobs and the pos- 
sibility of replacement. 

The War Manpower Commission, 
in classifying certain essential work- 
ers in the outdoor advertising field 
as non-deferable—a decision which 
was the subject of a hearing in 
Washington last week, at which the 
importance of the advertising func- 
tion in our war effort was fully 
stressed—has apparently disregard- 
ed established national policies. We 
believe that their policies in deter- 
mining classifications for military 
service should be in line with the 
program as a whole. 

If WMC determines that specific 
advertising vocations are to be 
classed as non-deferable, it will 
throw into the hopper for immedi- 
ate draft a host of men whose 
work is vitally needed to carry out 
the enormous advertising program 
which is so necessary to the accom- 
plishment of national objectives on 
the home front. That must not be 
allowed to happen. 


How Good Is Your Trade Copy? 


We think advertisers and agen- 
cies, as well as business publishers, 
owe a vote of thanks to Drug Topics 
for dramatizing so successfully the 


tion of trade promotion in general 
and business paper advertising in 
particular. Others are inclined to| 
gauge its importance on the basis of 


importance of advertising addressed| the comparable rates involved, a| 
to the trade as it did in its adver-| method of evaluation which de- 
tisement in the September 20 issue| preciates the importance of the! 


of ADVERTISING AGE. In presenting 
“a plea to advertising agencies for | 
more trade paper copy that is su-| thusiastic part of the merchandising 
perlatively good,’ Drug Topics! organization. 
called attention to what we believe Instead of using young and inex- 
is definitely a weak link in many) perienced copywriters in the prep- 
national advertising campaigns. aration of “trade paper’ copy, it 
The retail merchant is the key to| would be well worth while for the 
the man who is responsible for the best 
consumer advertising produced for 
the account to see to it that the 
trade reflection of the national cam- 
paign is equally well done. As 
Drug Topics points out, this would 
supply an added factor of support 
which would help to protect the 
relatively large investment in con- 
sumer advertising as compared with 
the small expenditure required to 
do not merely a perfunctory, but a 
superlatively good job of trade pro- 
motion through the business press. 


dealer and the advertising which is 
expected to make him a more en- 


success of 


any merchandising 
the standpoint of | 
stocking, displaying and advertising 
the product. If he does his job 
well, the success of the campaign is 
assured. If he fails to pitch in and 
do his part with enthusiasm and in- 
telligence, the result, 
less of the 


operation, from 


sales regard- 
good advertising 
may be, will be disappointing. Thus 
it is evident that trade promotion is 
important part of the op- 
eration as 

Some 


how 


a highly 
a whole. 

and 
put their best talent on the prepara-| 


advertisers agencies 


It’s a job worth doing. 


; Cause 


SELF-SERVICE TAKES OVER 


Last customer 
pease The 
ane 


Suites | 
SELF - SERVICE PHARMACY 
| 
| 


“| know it's patriotic and all that—but don't you think Smith carried the thing 
@ bit too far when he went to the Army?" 


Ad-li 


Verbiage, Inc. 


Scout DH2750 of this depart- 
ment’s practically inexhaustible 
staff thinks an advertisement for 
Skokie Valley Laundry which he 
found in last Sunday’s Chicago Sun 
should be given an award from the 
Department of Utter Verbosity. In 


some 330 lines of small type, re-| 
| 


TO HAVE AND TO HOLD FOREVER 


| lieved by two engaging baby heads 
| and a silhouette of a newborn baby 


getting his initial slapping, the 
author of the piece does a selling 
job (presumably) for the laundry, 
with copy like this: 

“5,389 babies were slapped into 
existence last month in Chicago. 
5,389 bits of star-dust, blown from 
the land of God. The year is 1943. 
All in all, over 2,000,000 sweet, new 
blossoms of Humanity have fallen 
fresh from HIS own home to flower 
on these United States. Billions 
more of these God-given gifts have 
been born all over the world. Bil- 
lions of babies—round, soft, smil- 
ing, living jewels dropped unstained 
from heaven to cast a new shadow 
in an old world—a war-torn world.” 
* * * (Denotes passage of two more 
paragraphs of the same. Now go on 
with the story.) 

“To you, small travelers from an 
unseen shore, to you we say, good- 
morrow. When, as days go by, we 
brood over the putrid eggs of hope, 


| having drunk the golden wine, be- 


come weary with disasters, tugg’d 
with fortune and move about in the 
shadow of a starless night — then 
little traveler, we’ll wend our way 
to your cradle-roof that flies for- 
ward and backward through the air. 
And there... ” 

Golly! And there are billions of 
these round, soft, smiling, living 
jewels being dropped unstained 
from heaven! 


'Photog’s Dilemma 


The series which Photographers 
Bachrach have been running in The 
New Yorker has intrigued us, be- 
magazine advertisements of 
this size are not commonly spon- 
sored by portrait photographers. 

Bachrach, “portrait photographers 


since 1868,” have been running a 
series of two-thirds pages in The 
New Yorker. Bradford Bachrach, 


as the signature on these advertise- 
ments plainly shows, is a photog- 
rapher of women; Fabian Bachrach, 
on the other hand, is unequivocally 
labeled a photographer of men. In 
order, presumably, to give Bradford 
and Fabian equal opportunities to 
show their talents, the photographs 
which have illustrated the Bachrach 
advertisements have shown first a 
woman, and then a man. But this 


illustration shows both a man and/| 
Bradford, | 


a woman; ergo, neither 
photographer of women, nor Fabian, 
photographer of men, seems quite 
thoroughly equipped to do the com- 
plete job. Presumably, Bradford 
and Fabian must, in a case of this 
kind, set up joint cameras so deli- 
cately focused that neither’s lens 
trespasses on the other’s domain, 


while at the same time their images 


bbing 


are so perfectly coordinated that 
they result in a unified end result. 
This delicate procedure is ap- 
parently simple enough if the Bach- 
rachs take the picture in Boston or 
Philadelphia, where Bradford and 
Fabian maintain offices at the same 
address; but in New York the pro- 
cedure becomes considerably more 


‘eta 


Chri tha portraits jor overseas must hy mune now’ 


Jach 
A Bachrach 
4 : Portrait Photographers Since 1868 
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complicated, because Fabian’s salon 
for photographing men is at 507 
Fifth Ave., whereas Bradford’s ex- 
clusively female division is several 
blocks up the street at 683. In 
Cambridge and in East Orange the 
situation develops leanings toward 
the impossible, because Bradford 
(women) maintains a studio in the 
| Jersey city while Fabian (men) 
| does and in the Boston ap- 


not, 
| pendage the reverse is true. 

| That these difficulties worry this 
| department more than they worry 
the Bachrachs is obvious. The 
Bachrachs do take pictures contain- 
|}ing a mixture of sexes, and ap- 
parently do it very well. 
| undoubtedly proves that the mind 
|of man can surmount any obstacle 
| which the mind of man can erect. 


| Jottings 


The weekly bulletin of the 
Rochester Ad Club sternly cautions 


threw its portals wide for a “Food 
Fights for Freedom” meeting 
couple of weeks ago does not mean 
that times, or time-honored customs 
have changed. On the contrary: 
“Next week we resume our private 
club status; no women—all guests 
| must register; no guest may appear 
|more than twice in any six-month 
| period.” .. . 


Which | 


Advertising Age, October 4, 1943 . 


Informatioy 
for 
Advertisers 


The following documents nay 
secured without charge from cop, 
panies sponsoring them, or throy 
ADVERTISING AGE, by any nation, 
advertiser or advertising ager, 
executive writing on his busine 
letterhead. 


No. 2203. M-Day for W-Power. 

Every day is M-Day for wo 
power, says this brochure, issued } 
Ladies’ Home Journal, pointing 
that whatever emergency §arig 
must be put up to the nation 
women for carrying through. Thy 
pages of the brochure show hg, 
the Journal has presented wiartin, 
issues to enlist women, and the sy. 
cess of the promotions. 


No. 2161. Nippon—America’s Moy 
Dangerous Enemy. 

The New York Mirror has issue; 
this brochure, reprinting a series 
articles which have appeared in jt 
columns, written by correspondent 
who have lived and worked amor 
the Japanese. Gathered together 
convenient form for closer stud 
this material should help to dispe 
considerable misinformation an 
misunderstanding about the mo- 
tives, strength and weaknesses of 
our enemy in the Pacific. 


No. 2207. Democratic Leadershi; 
in Total War. 

In this booklet, Time reprint 
verbatim a speech made by Edward 
L. Bernays, public relations coun- 
sel, in which he names 25 of the 
“most influential leaders of 
country.” Widened margins on 
several pages of the booklet repro- 
duce the pictures of these 25, wit 
the information that 22 of them are 
regular readers of the magazine. 


No. 2221. WKBN Promotion ir 
Youngstown. 

Station WKBN, Youngstown, O 
which increased its power to 5,00( 
watts nighttime June 6, has issued 
this brochure reproducing its cam- 
paign announcing the change, along 
with the complete story of year- 
round program and station promo- 
tion. The pages of the brochur 
show illustrations of newspape 
promotion, theater trailers, outdo 
posters, mailings, dealer cooperatio: 
and all the other devices used »}: 
the station. 


No. 2153. Survey on Dehydrated 
Soups and Foods. 


The Philadelphia Evening Bulle- 


tin has issued its second survey 0! 
dehydrated foods and 
ducted by personal interviews wit! 
1,294 Philadelphia housewives while 


they were in 14 supermarkets rep- 


resenting a cross section of th« 
Philadelphia area. The extent 
use of dehydrated products ! 
shown, with reasons put forth 


non - users and typical comments 


showing consumer attitudes. 


No. 2202. 
racy. 
The Oklahoma Publishing Co 
pany has issued this reprint of 
series which appeared in the Da 


Sicily, Greece, Dem 


Oklahoman, Oklahoma City, as i- 


dicative of the type of: mater: 
originated by Oklahoman and Tin 
staff members. 


No. 2820. Travelogue. 
The Philadelphia Inquirer h 


issued this reproduction, in reduce ‘ 


size, of one of its issues to take t 
reader on a “travelogue” throug 
its pages. Makeup, editorial har 
dling, features, advertisers and lir 
age figures are pointed out alon 


members that just because the club| the way. 


a No. 2142. It Just Grows and Grow 


The Star Weekly, 
issued this circulation 


Toronto, hi: 
analysis b 


| provinces, major city markets, an 


in cities of 10,000 to 25,000, showin 
total families, English families, ci! 
culation and per cent of coverage « 
English - speaking families in th 
Dominion. 
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A Six-Hour Concert 


Every Night... 
That Nobody Hears 


= Is the story of a man who plays 
the piano—in an empty studio. Tri- 
umphant chords, nimble arpeggios, 
brilliant melodies flow from the instru- 
ment in startling succession—but no- 
body ever listens to him. 

His job is to tune the pianos at NBC— 
all thirty-three of them. Every night, he 
tours the empty studios on a carefully 
planned schedule. Under his expert 
fingers, each piano is made to respond 
until it is at precise concert pitch— 
ready for a symphony performance or 
for a boogie-woogie virtuoso. 

He has been doing this for NBC for 
eighteen years, going back to the earliest 
days of broadcasting when his was only 
a part-time job—because there were so 
few pianos to tune. Today, he has four 
concert grands, one baby grand, twenty- 
seven parlor grands, and a gray piano 
used in television—all under his charge. 

And every one of these pianos at NBC 
is tuned by him once a week. That’s 


why every piano you hear played 


Z 


~= 


from Radio City is always pitch perfect. 

It’s part of NBC’s routine attention to 
detail... to the very smallest of details 
that make for better broadcasting. Not 
of world-shaking importance, perhaps. 
Yet 


It is precisely this meticulousness, this 


if it weren't done? 


almost automatic insistence on having 


every detail and feature of every program 


on NBC as perfect as possible, that 
enables advertisers and listeners both 
to depend on NBC for the best in 
broadcasting. 

Perfectionism, insistence on quality, 


care—even for details that no client or 


listener is directly aware of —these are 
some of the things that make NBC “The 
Network Most People Listen to Most.” 


—The National Broadcasting Company 


America’s No. 1 Network— A SERVICE OF THE RADIO CORPORATION OF AMERICA 
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Sofskin to Wesley 


The Sofskin Company, Findlay, 
O., has appointed Wesley Associates, 
New York, to handle advertising for 
Sofskin Creme, a hand lotion. The 
magazine schedule includes Charm, 
Glamour, Harper’s Bazaar, Ladies’ 
Home Journal, Mademoiselle, Vogue, 
Fawcett Woman’s Group and Wo- 
man’s Day. Business papers also 
will be used. 
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“Ach, Fritz, maybe WFDF, Flint, 


Michigan, vass right!” 


‘Post-Dispatch’ 
Warns of Volume 
Control of Copy 


Asks Agency Help; 
Cancellation Clause 
Drawn Up by ABP 


St. Louis, Sept. 30.—Six pointers 
on improving service to advertisers 
and at the same time helping news- 
papers save newsprint were offered 
to agencies this week by the St. 
Louis Post-Dispatch. It said the 
volume of national advertising 
which can be published is definitely 
limited and that it probably will be 
necessary to establish some system 
of volume control to insure equi- 
table distribution. 

The newspaper requested agencies 


|to give the Post-Dispatch as much 


leeway as possible on _ insertion 
dates and said options running from 
Wednesday to Wednesday were 
preferable to Monday through Fri- 
day. “When Sunday only is desired, 
an option of at least two Sundays 
should be given,” the paper said. 
Display advertising in Saturday 
issues is to be limited to church 


notices, 
advertisements and virtually 
classified advertising will be elim- 
inated, the Post-Dispatch said. 

“While at this time the Post-Dis- 
patch is not placing any fixed lim- 
itation on the size of display adver- 
tisements and fully appreciates the 
advantage of full-page copy,” it 
continued, “it would be most help- 
ful if advertisers who are planning 
to use full pages would, during the 
present emergency, voluntarily limit 
the size of their advertisements to 
1,500 lines.” 

The newspaper also suggested 
that agencies and advertisers make 
known their space requirements for 
each month by the first of the 
month, thereby permitting alloca- 
tion to national advertisers of their 
fair share of available space. It 
urged agencies to avoid cancella- 
tions wherever possible, especially 
of rotogravure and comic section 
advertising, and to ship plates and 
mats as early as possible. 


OFFERS TYPICAL 
CANCELLATION CLAUSE 


New York, Sept. 28.—A _ typical 
cancellation clause similar to one 
now being used by a number of 
business paper publishers was sug- 
gested to members this week by the 
Associated Business Papers for use 
where paper curtailment makes it 
impossible to fulfill advertising con- 
tracts. 


amusements and kindred | 
all | legal 


The clause, drafted by the ABP 
counsel, may be varied by 
member publishers to fit particular 
requirements. Rates to the adver- 
tiser would not be adversely 
affected. The suggested clause reads: 

“Because of the uncertainties of 
the paper situation and other con- 
ditions brought about by the war, 
we are of necessity accepting this 
contract on a conditional basis. In 
other words, should future paper 
curtailments or other conditions 
arise which we cannot now antici- 
pate and which materially affect 
our ability to carry out your con- 
tract, we must reserve the right to 
cancel or reduce it at any time inso- 
far as there is any unused space. 
Any cancellation or reduction made 
on our initiative because of prevail- 
ing conditions will not involve a 
short rate to the advertiser, on space 
already run, provided he has main- 
tained up to the point of our can- 
cellation or reduction, the pro rata 
space necessary to earn the rate at 


which his contract was entered.” 


Council Prepares Book 


A brochure called “Ice Cream 
from Farm to Family,” prepared by 
the National Dairy Council, Chi- 
cago, has been issued for use by 
students of the upper grades and 
high schools, to give a complete, 
easily-read report on the manufac- 
ture of ice cream. 


PRIVATE 


Tell him the ENQUIRER delivers the substantial 
families in Cincinnati 


.. the kind of families who will continue to be substantial after the war” 


F YOU LIVED in Cincinnati, you and your family would read The 
Enquirer... just as tens of thousands of other substantial Cincin- 
nati citizens do every morning. For this famous 100-year-old news- 
paper automatically attracts the sane, feet-on-the-ground people who 


make this one of America’s most solid and dependable markets. 


Here’s a market you can count on in the future, too, for Cincinnati 
isn’t one of those boom towns that will go bang after the war. 
Cincinnati is solid. The world uses Cincinnati's products. Insure a 
place for your product or service in this rich, stable market by using 
Cincinnati's action-getting, opinion-forming newspaper. The Enquirer 


will do the job for you most effectively...and most economically. 


SAYS 


Gooo 


MORNING TO ITS 


THE SWING 


is TO 


THE CINCINNATI ENQUIRER 


Represented by Paul Block and Associates 


READERS 


AND 


GooD 


BUSINESS TO ITS 


ADVERTISERS 


Advertising Age, October « 1943 


Admen in the 
Armed Forces 


ee 


Robert W. Ferguson, ady: »ticj,, 
and production manager of 4; 
Times - Leader, Martins Ferry ¢ 
has been commissioned an 
in the naval reserve. He wil! 
to the naval training schoo! ,, 
Hollywood, Fla. 

Richard P. Piezebel, forme:|y 
director of Beaumont & Hi 
Kansas City, recently commi 
a 2nd lieutenant at the Army 4; 
forces OCS at Miami Beach, js noy 
stationed at the air transport « 
mand’s air transportation sch»o] j 
New York City. 

Edwin Charney of The Branhay 
Company, Chicago, was inductes 
into the Army Sept. 28, and is noy 
at Camp Grant, Il. 

Mary Moon Towne, receptionis: 
for Needham, Louis & Brorby, Chi. 
cago, is the second employe of the 
agency to join the Wac. Her pre. 
decessor, Capt. Jane Arbogust, sta. 
tioned at Miami, is said to be the 
youngest company commander jy 
the country. 

W. J. Newens, head of his own 
advertising agency in Lincoln, Neb. 
has been commissioned a lieutenant 
(jg) in the naval reserve and wil! 
report Oct. 15 to the naval training 
school at Tucson, Ariz. 


To Promote Jah-Vah 


Holsum Products, which origi- 
nally introduced Jah-Vah, a cereal 
beverage, as a coffee stretcher, wil! 
launch a heavy drive for the prod- 
uct as a sensational new drink. The 
campaign, beginning in November 
will feature a puzzle contest offer- 
ing $15,000 in prizes. The schedule 
calls for insertions in American 
Home, Good Housekeeping and a 
list of 33 papers in 32 cities. Arthur 
Meyerhoff & Co., Chicago, handles 
the account. 


Roller Joins Ayer 

Z. E. Roller has resigned from the 
public relations department of the 
United States Rubber Company to 
join the New York public relations 
staff of N. W. Ayer & Son. 


~92,000— 


People Now Employed In 


NEW BEDFORD 
PLANTS 


*U. S. Employment Agency 


135% INCREASE 


Over 1939 Census Report 


PAYROLL 
INCREASE 


First 6 months of 1943 over 
same period of 1939 


170%— 


CRITICAL AREA | 


—designated so by the WPB 
and the WMC! Nothing new 
has been added . . . No New 
Plants or Industries . . . just 
Peacetime Factories bulging 
with war business. 

Everybody is working, and 
more help is needed — the 
wheels never stop turning day 
or night . . . That's Critical— 
That's New Bedford, the only 
Critical Area in the state. 


A Market of over 
208,000 People 


A Newspaper with 
over 50,000 Circulation 


NEW BEDFORD ISA |. 
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Business 
Luncheon 


..- what fellow will YOU 


sit with? Here are fellows like 
yourself, with common interests... 


at least in the lunch. Yet, you cotton 
to some more than others, you aim 
for the seat alongside the man who 
talks your kind of language, whose 
ideas get across to you readily. 
When you get to that seat, resist- 
ance barriers begin to soften. Men- 
tally you both go into neutral. Ideas 
get across. 

This is a matter of “common 
referents” (see * below) the same 
intangible that decides reading 
tastes in magazines, too... and 
their influence: 


MORE WAGE EARNER FAMILIES “SIT WITH“ TRUE STORY EACH MONTH THAN ANY OTHER 
MAGAZINE...THAT’S WHY YOU GET WAGE EARNER COVERAGE...WHY YOU ALSO GET 


Wage Earner Influence! 


7 Story “sits down” with 2 million 
r 


eaders each month, mostly wage earn- 


ers. True Story not only entertains them, , 


it leavens whole lives with new lift and 
light. Ferments the everlasting American 
yen for better things and better living. 
Plants plenty of practical ideas for hap- 
pier homes, healthier homes and better 
homes, better neighborhoods, better com- 
munities, a better nation. 


With this special “in,” True Story can 
not only get your message into more wage 
earner homes than any other magazine in 
America...it can get that message across. 


The monthly magazine audience is 
huge. But everybody doesn’t sit at the 
same table. Especially wage earners. Via 
the ad pages of True Story, more and 
more business men are sitting down 
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“at table” in the homes of American 
wage earners. 


“TRUE STORY IS A REAL INFLUENCE FOR GOOD,” 
SAYS WAR COUNCIL CHILD CARE CHAIRMAN. 


“Since the war started, I have 
been in child care work, now 
serving as Child Care Chair- 
man of our local War Council. 
My work brings me close to a 
great many wage earner fam- 
ilies and I have observed many 
times that the homes where 
True Story appears on the 
table are the homes where harmony prevails. 


“Whenever I discuss family problems with any 
group, I suggest that mothers get their young 
daughters to read True Story.” 


(signed) ISABEL STEWART WAY 
Child Care Chairman 
Azusa War Council 


Azusa, California 


NEEDED NOW! A WAR 
MESSAGE IN EVERY AD 


Advertisers who want to help both themselves 
and the war can begin at once to devote a part 
of their space to spreading war messages. 


At any one time, there are usually 20 or 25 
active campaigns—things the people need to 
understand, things the people need to do to 
help shorten the war. Among the more urgent 
current campaigns are the fight against infla- 
tion, the recruiting of women for war purposes, 
and a fuller understanding of the wartime 


food situation. 


All the information you and your advertising 
agency need to start work preparing adver- 
tising can be secured either from the War 
Advertising Council, or the Office of Program 
Coordination of OWL. 


*REFERENTS...Psychologists’ five-dollar word for every- 
. . . , 

thing which shapes and influences a person's make-up... 

their likes, dislikes, opinions and actions. When referents 

differ, people are apart. People with common referents are 

on each other’s wave-length. Barriers are down...influ- 

ence is generated. Same way with magazines. 


GIVES YOU THESE 6 EXTRAS 


2. Highest average ad readership 


Story 2: 


3. Record pass-along 
4. Least duplicated audience 


5. 41% higher editorial readership 
6. Moves with the payrolls 
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Leather Critical: 
Internat’! Study 
Will Be Made 


Washington, D. C., Sept. 30.—An 
international study of the leather 
situation has been ordered by the 
Combined Raw Materials and Com- 
bined Production and Resources 
Boards of the British Empire and 
the United States in an effort to 
meet the critical leather distribu- 
tion problem responsible for the 
recent OPA order limiting U. S. 
civilians to two pair of shoes a year. 

A special international committee, 
similar to the groups currently 
studying pulpwood production, has 
been set up by the boards to re- 
view the general shoe, leather and 


hide situation in both the United 
States and Great Britain. The com- 
mittee has already arrived in Eng- 
land and its study is under way. 

The shortage of good leather for 
soles and uppers of shoes has been 
closely linked with the meat short- 
age, for as a result of the decline in 
slaughtering, there has been a drop 
in the number of hides available for 
tanning. A second reason for the 
unexpected leather problem is a 
tendency among Latin American 
suppliers, who formerly exported 
20% of U. S. leather, to tan hides 
before exporting them. These hides, 
it is said, are of such poor quality 
that U. S. manufacturers are un- 
willing to use them. 


Shoe Production Off 


Shoe production, officials say, will 
be off 2,500,000 pairs the last quar- 
ter of 1943. WPB has suggested the 
use of rubber and plastic soles to 
relieve the problem for the winter. 
A special program to supply good 


- 


”” 


IR, 


Tue Brannam Company, Nat Rep ; 
Los Angeles, Memphis, New York, St. Louis, San 


~ You bet, 
there’s something new 
under The Sun! | 


It’s this: The Sun, newest of Chicago newspapers, 
offers advertisers a new and highly responsive 
market. Advertisers now find a new newspaper 
“buy” in Chicago, for — 

— You need The Sun in any newspaper combina- 


tion to cover Chicago completely, economi- 
cally and efficiently. 


—With The Sun alone you can buy a tremen- 
dous impact against America’s No. 2 market 
with a relatively small expenditure. 


ee 


. 


CHICAGO'S MORNING TRUTHpoper 


: Atlanta, Charlotte, Chicago, Dallas, Detroit, Kansas City, 
Francisco, Seattle. 


quality non-rationed shoes for chil- 
dren is getting attention from Ar- 
thur D. Whiteside, director of the 
Office of Civilian Requirements. 

The international study will pro- 
vide information for the allocation 
of hides between the United King- 
dom and the United States. In nor- 
mal times, when cattle have been 
slaughtered without restriction, the 
United States was able to supply 
80% of its own leather, while Eng- 
land has always imported nearly 
80% of her leather. 

In attacking the shoe problem, 
WPB has recognized the manpower 
shortage and the scarcity of low 
priced shoes as additional aspects of 
the situation. Mr. Whiteside has 
maintained that at least half of the 
American people have not bene- 
fited financially from war salaries, 
and he insists that OCR must insure 
satisfactory supplies of reasonably 
priced items. 

For these reasons, WPB is once 
more giving serious consideration to 
a “Victory Shoe” similar to the 
standardized shoe produced in Great 
Britain. It is argued that with such 
a standardized product, large quan- 
tities could be produced with less 
manpower, and a good quality shoe 
provided at a reasonable price. 

Although this plan is understood 
to have substantial support within 
WPB, it is strongly opposed by the 
shoe industry, which contends that 
new lasts and other equipment 
would be necessary. The industry 
has countered with proposals for 
cutting down the number of models 
produced by each manufacturer as 
a contribution toward saving man- 
power. 


To Run Test in Columbus 


Equitable Life Assurance Society 
has selected Columbus, O., as a test 
city for its new advertising and sales 
campaign, and has scheduled a series 
of advertisements in the Dispatch 
outlining the company’s new two- 
fold income program. 


FAA to Meet in Chicago 


The Financial Advertisers As- 
sociation will hold a two-day con- 
ference at the Edgewater Beach 
Hotel, Chicago, October 19, 20, and 
21, devoted to special war services 
performed by banks. 


Kraft Cheese 
Company Forms 


New Division 


Chicago, Sept. 28—The Kraft 
Cheese Company has formed a new 
northern division to handle both 
production and sales in a six-state 
area including Minnesota, Montana, 
Nebraska, the Dakotas, and Wyo- 
ming, it was announced this week 
by John H. Kraft, president. 

Rapid expansion of dairying in 
the northern states prompted com- 
bination of production facilities of 
the company’s former Ward Milk 
Products Division with the existing 
sales organization in the area, Mr. 
Kraft explained. The division will 
continue production of dry milk 
products, enlarge facilities for re- 
ceipt and printing of butter, and 
promote development of cheese- 
making, he said. 

“More than 1,500 of our salesmen 
will promote the sale of northern- 
made dairy products throughout 
the country,” he added. “Advanced 
manufacturing methods and new 
package types will help open wider 
markets in the United States and, 
after the war abroad.” 


Appoint Division Heads 


C. M. Peterson, a director of the 
parent company and general man- 
ager of the Ward Milk Products 
Division, heads the new division, 
headquarters of which will be in 
Minneapolis. Ernest R. Waugh, 
now manager of the Kraft branch 
in that city, will direct northern 
division sales. Forrest R. Nutting, 
former sales manager of the Ward 
Milk Products Division, will be in 
charge of national sales of dry milk 
products, with headquarters in Chi- 
cago, and at the same time will 
continue his activities in the pro- 
duction field. 

The new division plans to foster 
dairy industry growth in the six- 
state area through flexible milk 
utilization plants similar to the 
company’s operations at Hutchin- 
son, Minn., Mr. Peterson said. The 
Kraft plant at Hutchinson, estab- 
lished a year ago, makes it possible 
to take advantage of the most de- 
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PEOPLE NEEDED 
Airplanes are People / 
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The story of mounting airplane produc. 
tion and the increasing numbers of work. 
ers required for the job is told graphi. 
cally in this full-page newspaper adver. 
tisement signed by 10 West Coast air. 
craft companies. Under the heading 
"What the West Coast Manpower Pro. 
gram Means," the companies outline the 
production problem ahead, and pledge 
to make the best use of workers’ skills 
keep workers on the job; recruit and 
train employes; and try to minimize com. 
munity dislocations by using men and 
machines of plants where contracts are 
completed or canceled. 


sirable outlets for various milk 
products as market conditions fluc- 
tuate, Mr. Peterson explained, help- 
ing to provide a stable market and 
earn the greatest possible return fo: 
producers. It has a capacity of 
800,000 pounds of milk a day and is 
one of the largest milk plants in the 
country. 

“Complete utilization of the food 
constituents of milk is desirable t 
help meet wartime food goals. Pro- 
duction of milk for the sale of its 
fat content only is uneconomical 
and wasteful of valuable food ele- 
ments which are left in the milk 
after the cream has been removed,” 
he said. 


RIDDER-JOHNS, INC. 


“NATIONAL REPRESENTATIVES 


342 Madison Ave 
New York 


Wrigley Bidg 
Chicago 


Penobscot Bidg 
Detroit 


Dispatch Bldg 
St. Paul 


DISPATCH - PIONEER PRESS 
COVERS THE ST. PAUL HALF 


z* 


you're buying tickets for a 


game—OR when seeking coverage of 
(9TH LARGEST 
MARKET IN THE UNITED STATES). 


the Twin Cities 


ONLY THE ST. PAUL 


Do You Remember 
That One About 


Ex-President Taft? 


XCORDING to the story, the late President was quite a baseball 
fan, and when he attended a game it was his practice to buy two ad- 
joining seats to accommodate his larger than ordinary girth. Well, for 
one World Series game he bought his customary two seats all right, but 
when he got into the stands he discovered the seats he had purchased 
were on either side of the aisle! 


Don't take anything for granted when 


baseball 
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They fight the war 
on 9S82 fronts: 


NE OF THE THINGS YOU LEARN in wartime 
is that the homefront cannot be oper- 
ated by centrally located push buttons. 


For the homefront is not one front, but 
9882 smaller ones. 


It’s Kokomo, Dallas, Utica, Milldale, 
Beloit, Chicago, Grundy County. It’s the 
village, the city, the community. Each faced 
with the same war problems—but each with 
variations, each with its local angles. 


Because these problems are never exactly 
the same, they call for local understand- 
ing and local leadership. 


But it must be local leadership that under- 
stands national needs, local leadership that is 


respected because of long-time service to the 
community! 


Of all the institutions in a democratic 
community, none is better suited to be this 
leader of the people, this arouser of public 
opinion, than the local paper. 


And it is our great good fortune that there 
are more of these local papers in America 
than in any other country—13,000 dailies 
and weeklies serving 9882 communities, 
fighting the war on 9882 local fronts. 


These newspapers are, in many cases, the 
biggest single influence in their communities. 
No other medium covers local life as com- 
pletely as they do. No other medium puts 
down the local facts in black and white, 
where you can study, analyze, and preserve 
them. 


No other local medium touches so many 
lives at so many points. Through the greatest 
news-gathering organizations in all the world, 
American newspapers bring the sweat and 
blood of the battlefront home to the people 
as forcefully as they do the homefront 
problems. 


No other medium in these 9882 local fronts 
is nearly as well equipped to point out, to 
explain, to arouse action on a war problem. 


Part of the record 


Let’s look at some of the local jobs which the 
newspapers can do, and which many of them 
have done so well. 


There’s the manpower problem. 


No matter what national policies are laid 
down on manpower, there’s a big job to be 
done locally. For in each area the problem is 
different. 


In some it’s industrial; in some, farm; in 
some, a mixture. In Portsmouth, Va., it’s 
ships; in San Diego, Cal., it’s planes; in 
Milldale, Conn., it’s nuts and bolts. Pitts- 
burgh, Pa., has 13 major industries. Han- 
over, Pa., has one. 


In this sort of situation, Washington 
can’t know all the in’s and out’s. It’s a job 
for the folks who live on the spot. 


In many war-production centers, the news- 
papers have acted as the stirrer-upper, the 


(continued on next page) 
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They fight the war on 9882 fronts 


(continued from preceding page) 


speeder-upper, and the unifier which in- 
spired local people to pitch in and solve 
this problem. 


RESULTS: Better housing for incoming 
workmen. Better schooling for their children. 
Better health facilities. Child-care centers 
and amusement centers set up. Banking, store, 
and professional hours rearranged to fit 
working schedules. Busses rerouted to speed 
war workers to jobs. Women persuaded to 
take over men’s tasks. And dozens of other 
home-run accomplishments. 


There’s the rationing problem. 


Stop a minute and think of the enormous 
expense and extra work the Government 
would be saddled with if ration-point values 
weren’t published by the newspapers! 


Think of the unavoidable delay there'd 
be, getting this information printed and out 
to 135,000,000 people! 


And think of the confusion there'd be if 
the facts weren’t in people’s hands at once— 
in good honest type—for checking! 


This publishing of ration-point values, 
alone, is an invaluable service to the 
country and the community. But the news- 
paper doesn’t stop here. 


It exposes rationing abuses and viola- 
tions. It gives the black market a black 
eye. It publishes recipes showing how to 
build nourishing meals around nonrationed 
items. And through its editorial pages it 
helps make the need for rationing under- 


stood ...so that it’s cheerfully accepted 
by every decent American. 


It is fair to say that without our great net- 
work of newspapers it would have been 
almost impossible to cope with the rationing 
problem. 


There’s the giant problem of war financing. 


The newspapers have done a wonderful 
job for the Treasury Department. 


They have made national War Bond 
Drives community affairs . .. made it a matter 
of local pride to exceed the community quota, 
a matter of shame not to. 


They have given front-page space, edi- 
torial-page space, advertising space to these 
promotions. And this sort of effort is be- 
coming increasingly important, due to the 
growing need for individuals, rather than 
companies and banks, to become the big pur- 
chasers of War Bonds. 


In a similar way, the local papers can and 
usually do get behind national drives of all 
kinds—such as the Red Cross Drive, the Fat 
Conservation Drive, and the enormously suc- 
cessful Scrap Drive. 


Here the newspapers have proved to be a 
short and sure way to reach the people, to 
reach them as many times as necessary and to 
give the campaigns the local twist that helps 
put them across. 


In making these projects a local success, 
not only the NEWS pages and the EDI- 


TORIAL pages play a part: the ADVER- 
TISING carried by the paper is a major 
factor. 


Business men and merchants, in adver- 
tising space they pay for, help sell War Bonds 
and Stamps. . . they get customers to carry 
packages and thus save tires and gas. . . they 
discourage hoarding . . . they explain ration- 
ing . . . they get blood donors for the Red 
Cross... and do a score of other important 
war jobs. 


A two-way bridge 


Unlike the newspapers of our enemies, which 
represent the viewpoint of the government 
and the government alone, our free, demo- 
cratic press is a two-way bridge between the 
people and the government, between the 
community and the nation, interpreting one 
to the other for the better working of democ- 
racy. 
Even a small-town newspaper, edited with 
wisdom, vision, and integrity, can become 
a national influence, its guidance sought 
in Washington by Congress, the Admin- 
istration, and the over-burdened agencies 
which struggle with the war’s emergencies. 


Day by day, the newspapers unfold for us 
a clearer picture of the astonishing accom- 
plishments of this democracy at war. But 
we must read between the lines to realize the 
full part played in these accomplishments by 
the press itself, which, by the very nature of 
its work, deals so largely with the accom- 
plishments of others. 


YOUNG & RUBICAM, INC. Advertising 


New York + Chicago + Detroit + San Francisco + Hollywood + Montreal + Toronto 


> This is the first of a series of three advertisements which discuss the wartime services and the 
wartime importance of America’s three great media of public information—newspapers, magazines, 
and radio. It appeared in the New York Times on September 27, the New York Herald Tribune on 
September 28, the Chicago Daily News on October 1, and it is also appearing in Newsweek, 
Fortune, and an appropriate group of trade papers. 


move 


stripp: 
essent 
portar 
that o 


omy,” 
flectec 
methc 
adver 
and | 
ment: 


- 


—— 


Adve tist 
* B Postv 
Distr: 
Are | 
Chicag 
tailing W 
whi Ww 
through 
met ids 
selling, 
will be é 
toll on t 
liam S. 
general 
& Co., : 
Advertis 
In a) 
and fu 
mercnal 
dicted ' 
to redu 
product 
“The 
has alw 
mass [| 
article 
it could 
tailer I 
his eff 
ward st 
. ee a 
“Thi: 
be the 
retailir 
ume of 
unit t 
and mi 
ee sty 
—_— ciety k 
LS ter pri 
at pric 
less Ol 
Mr. 
a 
_ | 
| 
| 
be | 
. 
ee | 
5 
ee 
| 
; f 
‘ 
ieee - oe cl 
oe a, ed ‘ 2 xe % 4 : és, Ee a ss age Ps Gs, ase 
~ Ep kyo ee gt! A oe 5 i Cee gi Beis BON Peak 
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Postwar Cuts in 
Distribution Cost 
Are Held Certain 


Chicago, Sept. 30.— Postwar re- 
tailing will match the improvements 


whic) will be evident in production, 
through the development of better 
methods of display, advertising and 


<elling, to the end that distribution 
| be accomplished with a smaller 


tol] on the worker’s paycheck, Wil- 
liam S. Street, vice-president and 
gencral manager of Marshall Field 
& Co., told the Chicago Federated 
Advertising Club today. 

In a brilliant analysis of current 
and future developments in the 
merchandising field, Mr. Street pre- 
dicted that retailing will continue 


educe its cost of handling a 


ost 

“The record shows that retailing 
has always done so,” he said, “When 
mass production brought out an 
article formerly sold at $1, so that 
it could be sold for 50 cents, the re- 
tailer has sold it for 50 cents, and 
his efforts have been directed to- 
ward selling twice as many to twice 
as many people. 


Will Work Together 


“This we hope will continue to 
be the prospect of the future—that 
retailing will move a greater vol- 
ume of merchandise at less cost per 
unit to the consumer. Retailers 
and manufacturers working together 
will make their contribution to so- 
ciety by distributing more and bet- 
ter products than ever before, and 
at prices whose sum total will take 
less out of the worker’s paycheck.” 

Mr. Street decried efforts to re- 
move the glamor from retailing by 
stripping merchandising to its bare 
essentials and by reducing the im- 
portance of advertising, including 
that of national brands. 

“Retailing’s most important part 
in the future welfare of our econ- 
omy,” he said, “will be best re- 
flected by the improvements in the 
methods by which it displays and 
advertises and sells its merchandise 
and by the breadth of its assort- 
ments, rather than by the ways in 
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CBS ® 50,000 WATTS 
A SHREVEPORT TIMES STATION 


SHREVEPORT, LA. 


Represented by the Branham Co, 


which it restricts and discourages 
its customers’ desires. 

“If the secret of our success and 
economy lies in greater peacetime 
employment of our people, and if 
industry will produce, through what 
it has learned in wartime, better 
products at lower prices, then re- 
tailing must parallel its operation 
and make the whole process of buy- 
ing easier, more pleasant and more 
to be desired by the customer of 
the future. 

“Contrary to some points of view, 
stores should not be stripped bare 
of nationally advertised brands of 
merchandise, of glamor, romance, 
fashion and color, nor our advertis- 
ing cut down mercilessly on the 
mistaken theory that therein lies 
the way to lower costs. If we 
would fulfill our responsibility ot 
selling the increased production of 
our factories, then we will have tc 


use every sensible promotional aid 
we can develop.” 

In discussing current retailing 
problems, Mr. Street pointed out 
that the over-all scarcities of goods 
predicted generally for 1943 have 
not materialized, that volume has 
been well sustained and that the 
prospect is for a gradual increase in 
the amount of consumers’ goods 
available for the civilian popula- 
tion. He predicted a slowing up of 
demand during the _ reconversion 
period, because of uncertainty re- 
garding the future, but pointed to 
tremendous savings in the hands of 
the public as a guarantee of post- 
war buying power. 


Gé&G Gets Apex 

Goldman & Gross, Chicago, has 
been appointed to handle the adver- 
tising of Apex Smelting Company. 


Business papers will be used. 


Increases Copy Schedule 


As part of a postwar development 
program, Frank L. Sample Jr., Inc., 
shipbuilder, Boothbay Harbor, Me., 
has increased its advertising to in- 
clude class magazines in the yacht- 
ing field and publications reaching 
the fishing industry. Full pages in 
two colors will use candid camera 
photographs of key men in the ship- 
yard, many of whom are third 
generation shipbuilders. John A. 
Cairns & Co., New York, is the 
agency. 


Roffman Joins Hillman 
Richard H. Roffman is now serv- 
icing the motion picture company 
advertising accounts for Hillman 
Periodicals, Inc., New York, pub- 
lisher of Movieland, Real Story, 


Real Romances and other monthly 
magazines. 


19 
Joins Art Department 


Irving Gould has joined the art 
department of the Richard A. Foley 


Advertising Agency, Philadelphia. 
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LARGEST AUDIENCE 
in the Business Field 
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21 BROOKLINE AVENUE 
BOSTON, MASSACHUSETTS 


THE YANKEE NETWORK’S FOUNDATION 


YANKEES Gne_Line WO SUCCESS 
ENGLAND RADIO 


, we  STAMS 
Oy et tO: One 


HE YANKEE NETWORK advertisers are in- 
troduced to the New England retailer as well 
as to the consumer. For these advertisers, Yankee 
gets real cooperation from its merchants — drug- 
gists, grocers and others. 

There is no secret formula — no high pressure. 


It's as simple and genuine as New England sin- 


Each of Yankee's twenty stations is a home- 
town station, a successful local enterprise, owing 
its existence to local good will—to the grocer 
and druggist and other merchants who treat its 
management as friends, not as strangers ‘coming 
to town for a clean up." 

This hometown acceptance is what makes 
Yankee "client-helps'’ something directly produc- 


tive and more effective than long-distance, hit- 


If you're coming into New England, let Yankee 
introduce you to the New England retailer in tried 
and true New England style—in 20 markets 
reached directly by the Yankee pipe line. 


THE YANKEE NETWORK 


INCORPORATED 
Member of the Mutual Broadcasting System 


EDWARD PETRY & CO., INC 
Exclusive National Soles Representotive 
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Columbus Store's 
Ads Describe Mass 
Distribution Plan 


Columbus, O., Sept. 29.—To Cus- 
sins & Fearn Company, one of 
Ohio’s leading merchandising firms, 
went the distinction this week of 
being among the first organizations 
in its field to advertise definite 
plans for spanning the economic 
gap between war and peace. 

On the occasion of its 50th anni- 
versary the company, which now 
operates 28 units throughout the 
Buckeye state, extended invitations 
to a total of 6,906 manufacturers to 
join with it in an elaborate postwar 
mass distribution plan. 

According to C. J. Penfield, Cus- 
sins & Fearn president, the plan is 
based on the premise that just as 
mass production is the miracle of 
America’s prewar development and 
wartime success, mass retail dis- 
tribution will bridge the transition 
period between war and peace. 


Must Avoid Unemployment 


“It means just one thing,” Mr. 
Penfield stressed, “avoid unemploy- 
ment. We've got to have jobs for 
the soldiers when they come back. 
When those working on the war 
effort in factories and on the home 
front are released, they must be 
given jobs.” 

That, in substance, was the con- 
tent of a booklet, ‘““Mass Retail Dis- 
tribution,” sent by the Ohio con- 
cern to manufacturers asking their 
cooperation in the” postwar plan 
which, Mr. Penfield believes, will 
provide fullest employment at a 
high wage level and still keep retail 
prices at a low level. 

The booklet, prepared by com- 
pany officials, contains a map show- 
ing the location of the 28 store units 
now in operation and the location 
of 22 others which it plans to open 
as soon as the war ends. 

In discussing the company’s pro- 
gram to increase to 50 its distribu- 
tion centers in Ohio, Mr. Penfield 
said: “The miracle of mass produc- 


THE MARKETS 
BELOW 
ARE THE 
MARKETS 

TO KNOW! | 


Exclusive 
National 
Representatives: 


(sedbeenteiehensedtcksaanaene Fargo 
cidb AX en teReA Che hens Indianapolis 
re .Kalamazoo-Grand Rapids 
séhateoeeenseena Kansas City 
Perey Tr rT yt Louisville 


s5aseacdevsennt esas Peoria 
. Louis 
ebabannasdus dune 


1OWA 


.Des Moines 
Davenport 
eeecccees .... Shenandoah 
SOUTHEAST 
s : rr Baltimore 
- ae Char'eston 
Ss Columbia 
....-Raleigh 
. Roanoke 


Albuquerque 
Oklahoma City 
Tulsa 


Ange’'es 
Port'and 
Oakland-San Francisco 

Seattle 
Alaska 
INC. 


KECA nee Los 
KOIN-KALE 
KROW 
KIRO 
KFAR 
and WRIGHT-SONOVOX, 
7 


For latest radio information, call 


FREE & PETERS, Inc. 


Pioneer Radio Station Representatives 


Since May 1932 


CHICAGO: (80 Noe. Michigan Franklin 6373 
NEW YORK: 247 Park Ave. Piaza 5—4/3! 
ATLANTA: 322 Palmer Bide Main 5667 
SAN FRANCISCO: Ii! Sutter . Sutter 4353 
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tion is generally understood. It has 
been a marvelous’ contribution 
toward winning the war. Our firm 
is streamlining its operations to put 
into mass retail distribution tne 
same principles that make mass 
production successful. We are join- 
ing in a nationwide effort with 
manufacturers and all business, to 
get under way as quickly as possi- 
ble after the war, a program of 
fullest possible employment at good 
wages.” 

Mr. Penfield declared that a sur- 
vey showed that all large manufac- 
turers will turn from war to peace- 
time production within an average 
of 84 days after the war, provided 
they can obtain raw materials. 

He emphasized that the program 
adopted by his company will assist 
in breaking the wartime bottleneck 
of distribution and said it merely 
means that the Ohio firm has un- 


failing confidence in the future. 

By applying the principles of 
mass production to mass retail dis- 
tribution, Cussins & Fearn execu- 
tives feel they can keep employ- 
ment up, prices down, in addition 
to raising living standards by mak- 
ing more goods available to more 
people. 

They are confident, too, that after 
the war there will be a tremendous 
demand for all kinds of merchan- 
dise. Plants now working on war 
contracts will soon switch to making 
these goods, but unless they can be 
distributed without excessive mark- 
up, unemployment will result. 


Uses Newspaper Ads 


The company has publicized its 
postwar plan extensively through 
attractive newspaper advertising, 
which also extended an invitation 


to the public to share in the forth- 
coming developments. 

In stressing the fact that mass 
distribution retail centers are 
planned in most of the county seats 
in Ohio, the advertisements also 
revealed that all of the company’s 
merchandising centers will be vastly 
enlarged and improved, with in- 
creased warehouse facilities and 
streamlined handling methods per- 
mitting larger and more complete 
stocks of merchandise. 

Late last year, Cussins & Fearn 
submitted plans to the War Pro- 
duction Board in Washington, D. C., 
for approval of remodeling, redeco- 
rating and expansion of its ware- 
house and garage properties in 
Ohio’s capital city. It was the 
original intention of the company to 
mark its 50th business anniversary 
by moving into the remodeled and 
enlarged building, but war condi- 
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tions and priorities delayed t! 
gram. 


JEWELER DESCRIBES 
POSTWAR PLANS 

Peoria, Ill., Sept. 29.—Via 
newspaper page, Jay’s, Peoria 
store, announced plans on it 
birthday to expand operation 


an enlarged retail store in th: : 


war period. 

Illustrating its first store, it: 
ent home and the proposed 
front for a store where it wi! 
chandise radio, television and 


ture lines, Jay’s offered thee 


some of its postwar plans: a 
tensive remodeling and bu 
program; a job for every one 


employes now in the armed for 
a profit-sharing plan; and a br»: 


service to the customer. 


A year ago, the store celeb 
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ts anniversary with a “gigantic 
cle,’ out this year, the store said, 
wwe celebrate with only. one bar- 
gain to offer—U. S. war bonds. Your 
money Will buy Victory now and 
many of our new and approved 
app! ces when Victory is won.” 


Heads Weintraub Radio 
Hubert Chain has been promoted 
py William H. Weintraub & Co., 
New York, as supervisor of produc- 
tion for all radio shows handled by 
the agency. He was formerly with 
the National Broadcasting Com- 


pany 


Named Western Manager 

William E. R. Weed has been 
appointed western manager of 
Theis & Simpson, newspaper repre- 
sentative, with headquarters in Chi- 
cage 


—_— 


Heads Brooklyn Sales 


Robert C. Rome, vice-president 
of New York Subways Advertising 
Company, has named Philip A. 
Franken manager in charge of sales 
of Brooklyn trolley and bus space. 


Victaulic Names McC-E 


McCann-Erickson, New York, has 
been appointed to handle the adver- 
tising of Victaulic Company of 
America, maker of pipe couplings 
and fittings. Direet mail and indus- 
trial papers will be used. 


Burton Browne Appointed 


Thomas B. Gibbs & Co., Delavan, 
Wis., manufacturer’ of precision 
electronic equipment, has placed its 
account with Burton Browne, Inc., 
Chicago. Business publications will 
be used. 


Barringham Names Sills 


Barringham Rubber Company 
Ltd., Oakville, Ont., has appo.ntea 
Allan R. Sills & Co., Toronto, to 
handle its advertising. Trade and 
industrial publications will be used. 


Reed Joins Ronalds 
E. C. Reed, formerly with 
MacLaren Advertising Company, 


Toronto, has joined Ronalds Adver- 
tising Agency, Montreal, as mer- 
chandising and copy chief. 


Named Ad Manager 


Ernest R. Ham has been appointed 
advertising manager of the Pacific 
Rural Press, San Francisco, suc- 
ceeding E. E. McDonnell, who is 
now in the Marine Corps. 


Ingersoll Finds 
Postwar System 
of Time-Keeping 


New York, Sept. 29.—Extreme 
changes in time measuring, even to 
the extent of creating a new system 
of hours and minutes, are the possi- 
bilities expounded in a current ad- 
vertisement by Ingersoll Division of 
the Waterbury Clock Company, 
Waterbury, Conn. 

The advertisement points out the 
advantages in time saved and errors 
avoided if a decimal system of 20 
hours with 100 minutes to the hour 
and 100 seconds to the minute were 
employed instead of the present 
arrangement. The copy is appear- 
ing in a small selected list of maga- 
zines and newspapers to bring to 


Agencies have it in advertising—Chilton has it in publishing 


Intimate knowledge over a wide variety of busi- 
nesses gives advertising agencies the multiple 
viewpoint. The plus quality to be found in agency 


cities. 


advice is the result of this perspective from a 


series of vantage points. It adds a fourth dimen- 


sion to agency thinking. 


In publishing, too, breadth of vision stems from 
the multiple viewpoints of specialists in fields wide 
apart. At Chilton, whose publications cover sub- 
jects as unrelated as metals and optics—de- 
partment stores and insurance . . . the constant 
interchange of ideas is the stimulus for creative 
research and penetrating market studies. Editorial 


excellence is assured. 


Because of this multiple viewpoint, Chilton coop- 
eration is invaluable in planning campaigns and 
obtaining data. That is why, when problems arise, 
advertising people invariably say, "Call Chilton." 


Chilton 


NIERIA 
INGENIERIA 


sources and 


CHILTON COMPANY (INC.), Philadelphia 39, 
Pa., and New York 17, N. Y. Branches in principal 


influence are world-wide. 


Chilton Company (Inc.) has an equal interest in 
Business Publishers International Corp., publishing 
THE AMERICAN AUTOMOBILE (Overseas Edi- 
tion), EL AUTOMOVIL AMERICANO, INGE- 
INTERNACIONAL, 


Edition, 


Industrial 


INTERNACIONAL, Construction 


Edition, and EL FARMACEUTICO. 


21 
NEW POSTWAR TIME? 


The possibility of creating a system of 
time measuring of 20 hours in the day 
with 100 minutes in the hour and 100 
seconds to a minute is being explored by 
Ingersoll, prewar watchmaker now manu- 
facturing precision war instruments. The 
advertisement above, which is appearing 
in a small list of magazines and news- 
papers, is ennaes S Maxon, Inc., New 
ork. 


public attention the _ simplicity 
which may be found in postwar 
watches. 

Ingersoll, which has jumped from 
a prewar plant with 1,500 employes 
to a war industry of 6,000 workers 
is now manufacturing ‘“watches’ 
built to explode anti-aircraft shells 
at a given distance, checked to 
1-100th of a second accuracy. 

Maxon, Inc., New York, is the 
Ingersoll agency. Plans are now 
being formulated for a more exten- 
sive campaign in 1944. 
Hold Printing Exhibit 

The ninth annual exhibition of 
printing of New York Employing 
Printers Association, designed to 
show how commercial printing is 
serving as a “task force on all 
fronts,” will be held at the Hotel 
Commodore, Nov. 1-3. The judges 
are: George Welp, advertising man- 
ager, Interchemical Corporation, 
and member, War Advertising 
Council, chairman; O. Alfred Dick- 
man, advertising production, New 
York Herald Tribune; and A. E. 
Giegengack, U. S. public printer. 


‘Post’ Makes Changes 


J. B. Chamberlin, who joined the 
classified department of the New 
York Post last June, has been ap- 
pointed real estate editor. He was 
previously with the real estate de- 
partment of the World-Telegram. 
Julian Leeds, with the Post since 
1937, has been transferred from the 
real estate desk to the amusement 
advertising staff. 
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Keithley, Crum Join 
Foote, Cone Copy Staff 


James B. Keithley, formerly as- 
sistant sales manager of the home 
appliances and furnishings division 
of Montgomery Ward & Co., has 
joined the copy staff of Foote, Cone 
& Belding, Chicago, to work on the 
Frigidaire account. 

Howard Crum, formerly with 
MacFarland, Aveyard & Co., has 
also joined the agency’s Chicago 
copy staff. 


NATIONAL COVERAGE 
AMERICA’S SEVENTH INDUSTRY 


Write for Sample Copy = Chicago, Ill. 


Private Lines 


Final plans for a national adver- 
tising campaign for Royal Crown 
cola, made by the Nehi Corporation, 
are being completed and first copy 
will be released within a few weeks. 
Batten, Barton, Durstine & Osborn 
is the agency. 

co * 

After the war 75% of all cord 
used in tire making will be made 
from cotton, in the opinion of Wil- 
liam O’Neil, General Tire president. 
Rayon has its advantages in the 
building of heavy truck tires, he 
says, in resisting heat better than 
cotton and retaining its strength 
under heat where cotton does not. 
The cotton people shouldn’t worry, 
however, in Mr. O’Neil’s opinion. 
“The rule which probably will be 
followed after the war, when we re- 
turn to normal conditions is simple. 
Rayon cord will be used for truck 
tires of 10 plies or over, whether 
those tires are made from real rub- 
ber or from synthetic. Cotton cord 
will be used for all four, six and 10 
ply tires, both for replacement and 
original equipment.” 


Heavy cranberry purchases by 
the government may be taken as an 
example of the “excessive’s food 
buying done by federal agencies, 
the American Institute of Food 
Distribution reports. The Army 
holds about 450,000 pounds of de- 


hydrated cranberries from last 
year’s crop and in addition will not 
only take from 10 to 11% of this 
year’s fresh crop but also has con- 
tracted for an additional 23% of 
this harvest for dehydration. 

Since cranberries do not move 
under lend-lease, these purchases 
are intended for our fighting men. 
Without touching the new crop, the 
Institute points out, the Army has 
enough cranberries to supply 2,000,- 
000 men with more than two pounds 
apiece during the coming holiday 
season. Civilians, facing a shortage 
of canned fruits, preserves and jel- 
lies, will get about two-thirds of 
the cranberry crop unless the Army 
turns over some of its dehydrated 
holdings. And dehydrated cran- 
berries, reports show, never have 
been popular with consumers. 

* * 


American tourists are driving 
Mexicans slightly wild with their 
buying up of everything from “gin 
and electrical appliances to bobby 
pins and elastics,” according to Arch 
Black, export manager of Norge, 
who has returned from an extensive 
trip through Mexico. Mexicans are 
not feeling the war as acutely as 
the people here, he says, and there 
is plenty of everything and no 
rationing. ae 

* 


Only city street lights, auto head- 


lights and single interior “all-night 
lights” are seen burning in Green 
Bay, Wis., these evenings. Stores 
turn off their interior lights, name 
signs and window lights at 6 p. m. 
every night but Friday, when they 
remain on until 9 or until all em- 
ployes have left the stores. Retail- 
ers adopted the plan at the request 
of the Wisconsin Public Service 
Company as a coal-saving measure. 


Names Warwick & Legler 


Sheppard & Myers, Inc., manu- 
facturer of Hanover shoes, Hanover, 
Pa., has placed its advertising ac- 
count with Warwick & Legler, New 
York. A newspaper campaign is 
being used in cities in which Han- 
over stores are located. 


Nettleton Moves 


W. O. Nettleton and Associates 
has transferred its headquarters 
from Westfield, N. J., to 54 Water 
St., Guilford, Conn., but will con- 
tinue to service its accounts in the 
Newark area. 


Hayes Appoints Best 

The Daniel Hayes Company, Glov- 
ersville, N. Y., glove manufacturer, 
has appointed Frank Best & Co., 
New York, to handle its advertising. 


Goldsmith Joins Agency 

Gene Goldsmith has joined the 
San Francisco office of Brisacher, 
Davis & Van Norden as a copy- 
writer. 
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-...and GOOD WILL! 


ALCOA has one of the largest stakes in the aircraft industry, 
and in the air age to come. To help the public understand the 
new geography of the air and the war, and develop greater air- 
. Alcoa has published an airman’s 
map of the globe; with explanations, Allied insignia, diagrams of 
formations and flying terms, plane silhouettes, military insignia. 
We were privileged to prepare this map, which is mentioned in 


Alcoa advertising, sent free on request. (We have a copy for you if you 


want one—courtesy of Alcoa.) The first print order was for a million! 


_,. Another instance that information makes the best premium, and 


sometimes the best advertisement... And a further suggestion that 


Einson-Freeman is headquarters for ideas that sell ideas as well as 


displays that sell merchandise! 


EINSON-FREEMAN CO., inc. 


GOOD WILLING LITHOGRAPHERS 


BORDEN 


AVENUES, 


LONG ISLAND CITY, 


NEW YORK 
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Ronrico Campaign 
to Tell Plight 


of Rum Industry 
New York, Sept. 28.—With P:-, 


Rico’s economic life largely dep, ay 
ent on export of its molasses, s))va, 
and rum to the American main|ing 
shipping difficulties are sericusly 
threatening the rum industry ind 
consequently a major part of the 
island’s revenue, according to [t 
F. S. Meyer, president of Ronrico 


Corporation, San Juan. To com} 
this situation and bring attentic» 
the American public to the pligh+ of 
the Puerto Ricans and the run 


in- 

dustry, the company will under \ake 

a national campaign of publicity ang 
promotion. 

Hill Advertising, New York, wil) 

handle all Ronrico advertising, with 


magazines, newspapers and bb 
ness publications to be used. A 
booklet entitled “Puerto Rico 
Speaks” will be widely distributed 
through the liquor trade. 

In connection with the rum situa- 
tion, the newly-organized Puerto 
Rican Rum _ Institute, including 
major Puerto Rican rum companies, 
has requested Washington authori- 
ties to modify existing orders to 
permit common carriers to move 
bottles and packing materials from 
the mainland to Puerto Rico now 
that sufficient surplus of foodstuffs 
and other necessities have been ac- 
cumulated on the island. 


Appointed by BBC 

S. J. de Lotbiniere has been 
appointed Canadian representative 
of the British Broadcasting Cor- 
poration, with headquarters at the 
Canadian Broadcasting Corpora- 
tion’s national program office in 
Toronto. Mr. de Lotbiniere has been 
with BBC since 1932. 


Signs on WMCA 


Herbert’s Blue White Diamonds, 
New York, has begun a new pro- 
gram heard Sundays from 3:03 to 
3:30 p. m., EWT, over WMCA, New 
York. The program features well- 
os instrumentalists and voca- 
ists. 


WE HAVE 
A PROBLEM 


It's no new story that ad- 
vertising is being ra- 
tioned. The Free Press 
along with other news- 
papers has been obliged 
to impose limitations on 
the amount of linage it 
can run each day. So 
many advertisers have 
wanted to use more 
space in Detroit or start 
new campaigns here 
that we have had a diffi- 
cult problem to meet. If 
we can't give you IM- 
MEDIATE service as 
heretofore, no doubt 
your advertising can be 
taken care of to suit 
your requirements if 
you'll give us a little lee- 
way. Detroit is one of 
America's greatest mar- 
kets—keep that in mind. 
You can always influence 
it favorably by using its 
only morning newspaper. 


THE DETROIT 
FREE PRESS 


Story, Brooks & Finley, Inc. 


National Representatives 
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What the NEWS 
is doing to 
SAVE NEWSPRINT 


EDITORIAL 
... Features Omitted 


News Index 
Handwriting 

“How He Proposed” 
Embarrassing Moments 
Beauty & Love Answers 
True Story illustrations 
Deathless Deer 

Comic notices 

Short Story 

Rector’s Recipe 

Poems You Ought to Know 
Aesop's Fables 


Other Features condensed 


... Sunday Roto & Comics 


Reduction of: 
Comic Section to 12 pages 
Country Roto to 8 pages 


MECHANICAL 


Reduction in: 
Comic paper weight 
Roto cylinder cut-off 
Waste 


CIRCULATION 
Sunday News price raised to 
10¢ in 34 states and Canada 


Unsold papers and returns 
drastically reduced 


ADVERTISING 


All but national advertising 
omitted from Daily Country 
circulation 


‘ Reduced advertising in Sunday 
, Black-and-White Country 
; edition 


Total number of pages reduced 


Classified omitted Friday and 
Saturday 


Classified limited to 10 lines 
maximum 


Curtailed advertising wherever 
possible in all sections of 
The News 


RESULT: In 1943 The News will use 
' opproximately 17,000 tons less 
newsprint than in 194}. 


York Nev eeeeee oe 1 / 
_ we iiadelphie Inquire’ id pgncnndgeeseeeees™ . : 
2e hington Times-Her® PT ma tone e 
. ba Times aanesese*© P i 
Los Angeles 
3» 
858 


Commercial-Appeel ¢. 


Yonths - 
First Seven ——— e 


Saqgunenedsteeteere, - meen 


eoooseeeee® 
+ TT ha oe 


TOP AY IN RETAIL ADVERTISING 


Before the war, The News despite its tabloid 
size carried more retail advertising than any 
other newspaper in America. 

When retailers had radios, refrigerators, wash- 
ing machines, electrical appliances and other 
heavy goods to sell, they thought first of The 
News, in many cases exclusively. 

And they still do! 

Now in spite of a shortage of these lines, and 
scarcity of all kinds of merchandise, The News 
in 1943 is still printing more retail advertising 
than any other morning newspaper in America! 
This is a great accomplishment in a buyers mar- 
ket with limited supplies of all kinds of goods 
on merchants shelves. 

And now The News delivers more customers 
than ever before! 

In August, the daily circulation of The News 
reached the highest peak in history — exceeded 
2,050,000 copies. 


Sunday News circulation exceeded August 


THE 


NEW YORK'S 


Highest Daily Circulation in News History! 


1942 by 100,000 copies, and August 1941 by 
over 300,000. This increase was made despite 
curtailed distribution of 200,000 copies. 

Increased circulation delivers more customers 
to the selling floor, increases store traffic. 

Although The News publishes a record vol- 
ume of retail advertising . . . and despite circu- 
lation increases... The News is saving news- 
print. The list on this page shows some of the 
savings which have been instituted. Because of 
the careful use of newsprint, and the many sav- 
ings put into practice, The News will use ap- 
proximately 17,000 tons less newsprint than in 
1941. 

The News is proud of its newsprint record— 
and proud of its unparalleled record of advertis- 
ing productiveness. Carrying more retail adver- 
tising than any other morning paper in America 

. and with the largest circulation in America 
... its newsprint reduction record is among the 
best of all newspapers in America! 


NEWS 


PICTURE NEWSPAPER 


i 


| 
hd 


f 
i 
111M 


hs 2 2 es beth Ty Ry : "i @ ml : —a ; \ oe ¢. DS ga: eee ae Di eS Soe bel j - eel . 
¥ “2 ie “al ef 4 ~ ae ee ' “ees. i- . ie ie re ae hl es os i= 
ta i ' Ee ; my fe” i oe a eet pe. oy a y= ee) aed - Ste. * 4 i : Soil Re 
bes ees at et /; ’ > a 3 i >> — e: a bia e ae ae eh Pa! aoe 5 4 “a. , i. aa ok Ps i ; ic _ 
E ee ee .s » Ot — ie 3 _o “a 2 oe : | a 
7 ING PAP . . -_ = oo - a a, Bae tin. ey P a ¥ “i Sé, ‘ae a ‘ 
Ce a : ui - Pe , ~ ; y _ pease. “(@ 4 7 cs ; ; a ' 
i -—. 6. ae ¥ + 2 & | ie 
| Lines -®. ‘R i q 1. = ee ; @ | 
| oe Ce 7 2 — ok i aay ; 
eevee . 9,084,199 ro 3 : nae ol 7 “eget ¥ 4 er "led ‘ 1a —_ © e an 4 
| sgcvennucoenennet” eoee 635499 . Win PF ; . — ” 4 ru. Cas 
| ae: |... »162 - a a ai > a ’ ; e : ke bi” . 
S eee ae) : 1 ere a ee 3 m r / 
rane @oee sou" “ t PR ES rv ih ns ‘i "ei ae ae > es y . : ge og i 4 
| i 4 a ' oneness N 4 ibd Sg a6 ‘ ee a <« y 7 er) a Key a. | = ool 
. sae aw a: a J {ln cae ; ae) e » 
PPE rT Y 77] / A “ oh 3 ae. . : 4 a a a — +. on? <4 ne hae. esis , 4 
aa A” gla’ ‘ie eos anes Re Se —s ' ee." ey 
as _ Se a 
Ye al - i . ~~ PY a : absicaeai — : 
, sn: il ;F 4 eee i Sy, . 
. 2 ‘ a $9 7 , - } ae : ; 7 a 
: ; , : * wie rs ° eo j ' . 
P rt ee Ls . 8 | 
if te, ’ ll a ee: ay vs ) : o . ‘ 
ae = * 
a oS. fo 4 eve , 4 be Memphis —_ 34196 1659 x - 5 
ee r> = : ? Te Washing to” Pe TTT eeeere? : e ' : 
memes — le pa o Trabt an . i 
s + bm aie 4 = , 4 *. : Riss lee ca . on : - Be > ; ony 
i e res at te a  \o\ A m /_ ie ei — 
ae 7 Y. ; Sa n } . aa 2. a _— i ae 
ae € RL : > as |S re 2 = 
a 
. . 4 
——— c. 
r 4 a j 
sc a a 
7 
Be. " 
7.) ~« 
. ‘. . os 
eS a (I) ' 3 
( : 
iil ce 
HH i * 
| | | : a 
| ’ 
: - 
. ° e2rm 
Average net paid August circulation exceeded Ay 7 Daily... Dy 7 Sunday revssmome lag 
Bane ee Fs oa ee ae = ie 3 r es a ea eset 7s nen se oe as ap R a 4 . e oe “J . Py yee sk ¥ vs ari Seng r : . ee. ee = ks ae is 
oer a ae i ee ee as 2 ea tte oF ae oe | &, en i 


24 


Use of Red Cross 
Name and Emblem 
Is Explained 


Washington, D. C., Sept. 29.— 
Pointing out that many advertisers 
have offered to aid the wartime 
services of the American Red Cross, 
the organization has issued a special 
statement regarding the correct use 
of its name and emblem in adver- 
tising. 

Advertisers who wish to call 
public attention to some of the 
organization’s special needs in mag- 
azine, newspaper and radio adver- 
tising should make their messages 
conform to these three general con- 
ditions, the Red Cross said: 

“1. That such advertising must 
be in complete harmony with the 
humanitarian purposes of the 
American Red Cross and consistent 
with its policies and broad respon- 
sibilities to the public. 

“2. That advertisements appeal- 


ing for funds for the Red Cross 
must be restricted exclusively to 
the period immediately prior to and 


during national campaigns for 
funds. 
“3. That other advertisements 


must be devoted to approved Red 
Cross statements or messages con- 
cerning one of its recruitment, en- 
rollment or service programs, except 
in the case of advertisements of 
benefits authorized under the Red 
Cross benefit policy.” 


May Include Name 


“If an entire advertisement is ex- 
clusively devoted to the Red Cross, 
the corporate name and address of 
the sponsor may be used, but not 
his trademark, product or service. 
Brief announcements, similarly re- 
stricted, can be used on radio pro- 
grams,” the Red Cross said. 

The organization also asked that 
care be taken, where only a portion 
of the space or part of the radio 
time is devoted to the Red Cross, to 
make the Red Cross message dis- 
tinctly separate from the commer- 


cial part of the advertising. Some 
radio programs may be asked to 
add a sentence explaining that the 
Red Cross does not endorse“ any 
products or service. 

National advertising may be sub- 
mitted to the association’s Office of 
Public Relations, Washington, for 
review, while local chapters can 
review and approve advertising of 
purely local character. 

The association added an appeal 
to advertisers to see that the proper 
uniform is depicted when illustra- 
tions include Red Cross uniformed 
personnel. 

Makers of merchandise purchased 
by the national organization or 
chapters may not legally advertise 
that fact, the Red Cross said. 

Copies of the statement, includ- 
ing the federal law covering the use 
of the Red Cross in advertising, 
may be obtained from association 
headquarters here, at 17th and D 
Sts., N.W. 


Study Shows Women 
Prefer Local News 


Comparing results of a 1939 sur- 
vey of the South Bend Tribune 
with a repeat study of Aug. 12, 
1943, the Continuing Study of 
Newspaper Reading reveals that 
women’s primary interest is still 
held firmly by local news even 
though the tone of news has 
changed in the four years inter- 
vening between the studies. Local 
advertising also holds top place 
over national copy. The report on 
preferences was released recently 
by the Advertising Research Foun- 
dation, New York. 


JWT, Calcutta, Named 


J. Walter Thompson Company in 
Calcutta, India, has been appointed 
publicity adviser to the Bengal gov- 
ernment on matters of civil supplies 
and also adviser to the Bengal 
Chamber of Commerce. 


Launches Campaign 


Scott & Bowne, Bloomfield, N. J., 
maker of Scott’s Emulsion, is 
launching one of the largest cam- 
paigns in its history in newspapers, 
magazines and radio. Copy, stress- 
ing the value of the natural vita- 
mins in the product, is placed by 
Atherton & Currier, Inc., New York. 
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Advertising Age, October 4 1943 


ADAPT THESE TO YOUR OWN USE 


Table manners go to war! 


LEANING your plate didn't used to be quite fashion- 
able. It's the patriotic thing to do today! 

Get all the juice im your grapefruit. 

Get all the soup on your plate. 

Get all the meat on that chicken bone by picking it up 
in your fi 

Get the gravy with a piece of bread. 

Get all the lettuce in your salad. 

We're at war on waste in food. Waste that costs us one 
third of all the food America produced last year! 

Join the Clean Plate Club. Eat it all! 


i 
1 
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OFFICIAL WAR MESSAGE WO IP 


3 WAYS TO SAVE FOOD 


1. Buy more thoughtfully. Plan meals on a weekly basis, 
with alternate choices to use foods available. 

2. Store and prepare food more carefully. Store each 
kind of food where it will keep best. Serve some vegetables 
raw; cook others in their peelings, in small amounts of 
water, and only until tender. Serve vegetables in their 


juices. 
3. Use food more wisely. Serve correct portions . . . not 
too much. Use every scrap of left-overs; bread-crumbs in 
stuffing, meat remnants for soup stock, vegetables in pies 
and hash, cooking water for soups. 

Help cut down food waste! 
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So Efficiently... Wastefu! 


American home lutchens are the world's most efficen: 
equ pped. P . 
But they're also the world’s most wasteful kitchens 
Las year alone, they wasted as much food a ». 
shipped to all our Allies under Lend-Lease! 
How about your kitchen? How much food a day do >... 


or use? 
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Clean plates, careful buying and kitchen efficiency are the themes of these food 

conservation advertisements, part of a series prepared by the Magazine Market. 

ing Service in cooperation with the War Advertising Council. Advertisers may 
insert them in their own copy in any form desired. 


Trommer Series Aids 
Government Drives 


John F. Trommer, Inc., New 
York, is releasing a new series of 
advertisements on Trommer’s all- 
malt beer which will tie in closely 
with the government’s home front 
programs. Copy will run weekly 
in approximately 50 newspapers in 
key markets in New York, New 
Jersey and Connecticut. It features 
rhymes keyed to such programs as 
tin saving, War Loan, fall crops, 
canning and conservation. In addi- 
tion, Trommer’s regular advertising 
program supports similar govern- 
ment projects. 


Smith Joins Celotex 


Carleton Smith, formerly finan- 
cial research adviser to the Rubber 
Development Corporation, subsidi- 
ary of the RFC, has been named 
assistant to Bror Dahlberg, presi- 
dent of The Celotex Corporation, 
Chicago. 


Weeklies’ Linage Up 

Weekly newspapers in August 
showed. an increase in national 
advertising of 44%, according to the 
American Press Association. Sev- 
enty-one national advertisers used 
the American Press Association's 
list of weeklies compared with 4 
in 1942. 


‘*No Burton Browne 
client has a com- 
petitor with better 


advertising “’ 


BURTON 
BROWNE 


CHICAGO « DEL. 3800 


ideas to work for you on 
the rich Pacific Coast. 


*Asthis is written Dickason’s 
daytime program is available. 
Details from Radio Sales. 


4 DIVISION OF THE 
BROADCASTING 

Palace Hotel, San Francisco 5 «e Columbia Square, 

Los Angeles 28 « Represented by Radio Sales, 
the SPOT Broadcasting Division of CBS. 


COLUMBIA 
SYSTEM 


... here’s the IDEA behind Deane Dickason’s 
“Close-ups of Our Fighting Fronts”* 


Six ingredients make news; who and what and when, how and why and WHERE. 
News broadcasts tell “who and what and when.” News analysts tell “how and 


why.” But the where—why not a program to tell about these places in the news? 


Deane Dickason had spent twenty years in globe travel. He had served 1s 
reporter on foreign affairs for the New York Times, as cameraman for Pathe, 
and as foreign correspondent for CBS. 


- 


» So Columbia Pacific picked him for “Close-ups of Our Fighting Fronts ” 
After only two weeks on the air, a special coincidental survey in Los Angel:s 


indicated a rating of 11.4—or more than a hundred thousand families 1 
Southern California alone! 


That was at night. Now Dickason has been made available in a Mond: 
through Friday strip at 2:35 p. m., immediately following local news on mo: 
Columbia Pacific stations, to bring his vivid closeups to the mothers, sisters ar | 
wives who thirst for information about the lands in which their men are fightin . 


It was another Columbia Pacific idea. Like Columbia Pacific’s other ideas i) 


programs, in coverage, in merchandising, it has worked. Ask your Radio Sal: 
office about still others — 
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John Falter portrays- Paul Ga 


If someone from Europe were to ask you what 
America is really like, you might let him study this 
superb painting by John Falter. In it is contained 
the pure essence of America and Americans. 

At first glance you appear to be present in an 
operating room while some famous surgeon, brow 
knit with concentration, cuts and stitches, while 
the anaesthetist replenishes the ether cone and 
tense assistants stand by with special lights and 
instruments. 

Yet, this is no operating room. There is no 
famous surgeon, no anaesthetist, no ether cone, or 
even proper instruments. There are no doctors pres- 
ent. only sailors with guts and wits and the rough. 
hard, bawdy tenderness found in fighting men. It 
is a moment of greatness, a few seconds where 
the beauty of man’s love for his fellows burns 
more brightly than the battle lamps that light the 
scene, 

What is so American about this? You are in the 
tiny wardroom of a U.S. Submarine, suspended 
beneath the surface of Japanese waters. The man 
on the table is a nineteen-year-old seaman, Dean 
Rector. Thousands of miles from home and help he 
was about to die of acute appendicitis. 


Aboard the sub was a twenty-three-vear-old 
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Pharnjacist’s Mate First Class, a tough, screwy kid 
by the name of Wheeler Lipes. When Rector’s tem- 
perature shot up to 106 and death was at hand, 
Wheelpr Lipes said something peculiarly American. 
It was-+“‘I’ve watched doctors do a couple of appen- 
dectomies. I think I could do it.” 

You| are watching Lipes at work. You are seeing 
him a} a moment when he and he alone is captain 
of his|ship, with his commissioned officers serving 
under|him and taking orders. He is captain of still 
more,jat this pregnant moment—the soul and the 
life of|ja comrade in arms. 

They say that Lipes was a tough, happy-go- 


lucky jcookie, and some of the words that issued 


from beneath his gauze mask were hard and salty 
as he fearched for the poisoned appendix. But the 
finger inside the oversize rubber gloves were steady 


and tdnder. His guts and his luck were American. 
e ether cone was a tea strainer, gauze covered. 
Alcoh@l to sterilize the makeshift instruments came 
from the deadly torpedoes. Bent tablespoons served 
as retnactors. 

For the two and a half hours the operation lasted, 
the ki 
took 


Pharmacist’s Mate was boss. A two-striper 
rders as anaesthetist. Another lieutenant 


acted 4s assistant surgeon. Lipes’s “third and fourth 
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ibes. a heroic deed 


hands.”* The engineering officer worked as “*nurse,”” 
passing wipes and sponges and dressings. It was 
Lipes who picked his assistants from his officers for 
the qualities he knew they possessed. The captain of 
the submarine was given a job as tally clerk—to 
count the sponges and instruments that went into 
Dean and make sure they all came out. 

In the stench of oil and body sweat and ether, 
locked beneath the surface of an enemy sea, growl- 
ing and cursing and straining, this team fought for 
the life of a nineteen-year-old second-class seaman. 

When it was over Lipes said, **The patient had 
more nerve than I.”° The patient fuzzily coming out 
of ether turned to baseball to express himself. “I'm 
still in there pitching.” 

The crudely stitched wound had been sprinkled 
with sulfanilamide powder. Thirteen days later, 
Rector was back at his battle station. 

Life in the pigboat went back to normal. 

The story leaked out when she came home from 
patrol, not as any tale of heroes, but merely of 
rather an odd happening beneath the surface of the 
sea, something that occurred when one of their kids 
got into trouble and they didn’t want to see him die 
for want of not trying to save him. 


That is what America is really like. 


FIGHTING MEN 
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Yuk, Yuk, Yukl 


To the Editor: I saw Copy Cub’s 
item of Sept. 6 recently. The fact 
is the Hooper and Crossley were so 
high that when I went on vacation 
the subs couldn’t drag the program 
out of first place on my first week 
away (I did the Aug. 1 show). 

The Aug. 15 report was based on 
the Aug. 7 program, which most 
listeners obviously tuned in on to 
see how good the pinch-hitters were 
or to make sure I was off, or some- 
thing. Anyway, your observation 
is funny, but this is funnier: 
Hooper’s latest shows the Jergen’s 
subs NOT even listed in the first 15 
programs! Tee, hee. Yuk, yuk, yuk! 

WALTER WINCHELL, 
New York Mirror. 


Thanks for Cooperation 


To the Editor: I have had it in 
mind to write and tell you how 
thoroughly we appreciate your fine 
reporting job on Page 1, and the 
editorial on Page 12 of your Aug. 
30 issue. 

Your cooperation is greatly ap- 
preciated. As materials come off 
the press such as posters, etc., we 
will supply you with copies so that 
you can reproduce them with ad- 
ditional comment if you care to do 
so. 

VERNON D. BEATTY, 

Director of Advertising, War 

Food Administration, Wash- 

ington, D. C. 


, FF 
Uses Toast to Farmer 


To the Editor: Several months 
ago you were kind enough to ask 
the anonymous Ad Man for per- 
mission to reproduce the delightful 
toast he found on an old English 
ale mug. 

Here’s the way that we used it— 
and we are enclosing an additional 
stamped envelope so if you would 
address it and send it along to him 
it would be greatly appreciated. 

K. E. Gort, 

Sales Manager, Toro Mfg. Com- 

pany, Minneapolis. 

[Editor’s Note: The toast, in a 
decorative border, and an appealing 
full-color picture of a farm scene 
form the center spread of a four- 
page folder addressed to Toro users 
explaining the wartime shortage of 
the company’s power mowers and 
promising to keep customers in- 
formed about its business. ] 

. ww 3 


Lively Minute Man Works 


in War Messages 

To the Editor: Although thou- 
sands of advertisements promoting 
the sale of war bonds have appeared 
in the last two or three years, 
everyone so far has apparently 
overlooked a “natural”: the anima- 
tion of the familiar figure of the 
war bond “Minute Man.” 

Attached are four war bond ad- 
vertisements this agency created for 
the Southern California Edison 
Company Ltd. We believe they are 
outstanding not only for their use 
of the animated Minute Man figure, 
but also because of their emphasis 
on the anti-inflation aspect of bond 
buying. These advertisements are 


ANIMATED 


SOCTECER COLIFORMIA CERISE ComPanT its 


The Minute Man war bond symbol comes 

to life for a series of war messages, of 

which this is one, appearing in news- 

papers of Southern California for South- 
ern California Edison Co. 


Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


currently appearing in about 170 
daily and weekly newspapers 
throughout Southern California. 
Forrest L. DOLAN, 
The Mayers Company, Los 
Angeles. 


Asks Plane Identification 


To the Editor: A soldier changes 
many of his civilian habits, but the 
one which is largely unchanged is 
his reading habits. If he once read 
the current event weeklies or the 
other popular weeklies there is fair 
possibility that he still does when 
he can find the time. I have never 
ceased to marvel and applaud the 
effective self-appointed role adver- 
tising is accomplishing in the fur- 
thering of the war effort. 

There is one role which it could 
play which would do more than sell 
bonds or enlighten the housewife— 
it would save lives. This is what I 
mean. If every time a photograph 


or an illustration of an aircraft 
were used in an advertisement, that 
plane were to be identified. The 
marking would only have to be 
inconspicuous. It would probably 
be more effective if not contained 
in the copy but rather, say, in the 
corner of illustration, so that when 
one sees a B26 bomber that “B26” 
would help some service man or 
civilian defense worker to learn one 
more aircraft. 

It is not just the men in flying 
training who get tripped up with 
this gargoyle of a course. I'll ven- 
ture that there is not a branch of 
the service today where aircraft 
recognition is not a required course. 
Many of the courses are conducted 
on the new Renshaw method. This 
consists of flashing a picture of an 
aircraft in flight on a screen for one 
twenty-fifth of a second and requir- 
ing the student to identify it. You 
camera fans have a good idea of 


what that means and let me add 
that you had better not bat yom 
eye when that instructor says “now” 
or you will say, “what airplane?” 
As a pilot you do not much relish 
the thought of being shot down by 
a Chrysler ack-ack gun propelled 
by duPont powder. Therefore, you 
cram to beat hell on this identifica- 
tion and pray to God that every 
itchy-fingered gunner has worked 
just as hard at it but with better 
results than you have. It is an idea 
worthy of the support of every art 
director who knows that there is no 
more effective eye catcher than a 
sleek aircraft to stop that reader 
and give his copy men a chance to 
sell his message. Can’t Chester 
LaRoche and the War Advertising 
Council take hold of this and get 
some quick results? 
FRANK L. PERLEY, 
Flight Officer A/C, Glider Pilot 
Troop Carrier Command, Bow- 
man Field, Ky. 


Article Rroused 
Wide Interest 


To the Editor: We want to thank 
you for the treatment you gave the 
subject of our recent publication, 
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“Trade Diversion a Billion ), 
Postwar Distribution Problem 
As a result of your artic): 


ollar 


w 
have had many requests fo; this 
booklet. We appreciate your 0p. 


eration. 
N. P. McLea: 
New York Council on Trade 
Diversion, Inc.. New York. 
, 2 oe 


Attack Is on ‘Misleadin«’, 
Not All Advertising 


To the Editor: Some of yoy, 
correspondents in their eagerness tp 
“defend” business and adver! sing 
and with particular reference t, 
what they consider an attack op 
business and advertising by Read. 
er’s Digest, appear to me to be | sing 
their emotions more than their 
judgment. (See John J. Horton jy 
your Aug. 23 issue, for example.) 

I would like to ask Mr. Horton, as 
typifying this type of “defender,” jf 
he believes the claims of the cigaret 
and dentifrice advertiser? If he 
does, he is very naive, but I have 
no quarrel with him. If he does 
not, then what is he oratin’ about? 

I am a business man and apn 
advertiser. It seems to me that 


— 


Jury of Advertising Men in INDUSTRIAL MARKETING 


Competition for Editorial Achievement votes: 


Sri 


e 
——— 


THE JURY: 


te er nee maine ene ene 


C— JupGEs of magazine editorial value are the 

... the Jury in /ndustrial 
Sixth Annual Competition for Editorial 
Achievement open to all business papers of U. S. and 


seven men pictured above 


Marketing’s 


Canada. 


Editorial substance is of paramount consideration in their 
daily work—for in the last analysis, it is the prime yard- 
stick of the value of a magazine to its readers, and thus of 


H. E. Van Petten, 
Adv. Mgr., Industrial 
Products Division 
B. F. Good 


W. S. Leech, 
Vice-President, 
G. M. Basford Co. 


L. P. Mover, Ad. Mgr.. 
Lamp Division of 
General Electric Co. 


Alten Billingsley, 
Pres., Fuller & Smith 
& Ross, Inc., 


rich Co. President, A.A.A.A. 


ut 


Republic Steel Corp. 


Harold 
Walker 


S. Downing, 
& Downing 


course to its advertisers. 


It is significant that with 290 entries competing for 19 
awards, Aviation was selected for three separate Awards of 
Merit. (In the history of this competition only once before 
has a single magazine won three awards in the same year.) 
It is also significant that Aviation was the only aeronautical 
publication cited. 


Chester W. Ruth, George G. Adomeit, 
Dir. of Advertising. Pres. & Designer. 
Caxton Company 


— — — —o a — 


‘For an outstanding ar- 
ticle published during the 
twelve months ending 
July 31, 1943 in the Sixth 
Annual Competition con- 
ducted by INDUSTRIAL 
MARKETING.” 


“Design Analysis of the Bell Airacobra from Cannon to 
Tail” in the May, 1943 issue of Aviation was one of 


the most comprehensive articles ever published in.a single 
issue of a trade publication. Editors of Aviation devoted 
months of intensive study and work in collaboration with 
Bell Aircraft engineers in the preparation of this veritable 
aircraft engineers’ handbook. The thirty-page story con- 
tained 70 illustrations, including 42 three-dimensional per- 
spective sketches treating each of the principal subassem- 
blies of the P-39 in detail, 28,000 requested reprints were 
distributed and Aviation’s editorial offices were swamped 
with letters of appreciation from aircraft executives. 


To present this kind of editorial material, Aviation’s edi- 
tors traveled in the last 12 months over 125,000 miles to 
uncover stories, go to their sources and dig them out. 
Aviation spares neither time, nor men, nor money to keep 


its editors in the places and on the projects where aeronau- 


tical progress is being made. To implement this editorial 
policy, Aviation maintains the largest full-time editorial 
staff of aeronautical specialists in the field—maintains edi- 


torial offices in seven key cities from Los Angeles to Long 


Island, with editors and correspondents located in strategic 
centers throughout the world. 


As a result of this month-in-and-month-out high editorial 
standard and its value to Aviation’s influential buying au- 
dience, advertisers invest more dollars in Aviation than in 
any other aeronautical magazine. 
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agefending” untruthful, misleading, 
platant or just plain dumb adver- 
tising is doing me no service. I 
syote the copywriter who produced 
the ad for “Co-Op” cigarets. I do 
not believe that a “cig” will “im- 
prove my wind, give me the biceps 
of a bison, the throat of a songbird 
or the pearly teeth of a photogra- 
pher’s model.” Nor, for all their 
heat, do I imagine that Mr. Horton 
et al believe this either. 

So let’s forget the straw man. 
The attack, if any, is not on adver- 
tising, but on misleading advertis- 
ing. (nd, since this, in my humble 
opinion, is bad advertising, the 
attack if any—is on bad advertis- 
ing, and this should have the sup- 
port of all those interested in good 
advertising. 

So far as I am concerned, I'll 
help to resist any attack on busi- 
ness and advertising as such, but 
if cigaret or dentifrice makers lay 
themselves open to attack because 
of their poor advertising methods, 
let em fry in their own juice. As 
qa matter of fact, I firmly believe 
that advertising of this sort hurts 
all advertisers, because it tends to 
make advertising less credible. My 
“enemy,” therefore, is not the man 


who attacks such advertising, but 
rather the man who produces it. 
A little more reason and a little 
less heat in the Reader’s Digest con- 
troversy might produce better 
thinking and less special pleading. 
JAMES TATE, 
Racine, Wis. 
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Shrewd Buyers Needed 


To the Editor: Why must even 
a workaday advertising man, Once 
he goes to work for a group of 
cooperators, right away boost him- 
self up into their homemade pulpit? 
(AA, Sept. 14, p. 24.) 

The cooperatives are not without 
sin, aside from their continued seek- 
ing of legislative favors. Their 
economic offense lies not in com- 
peting against “profit business” 
(much of which needs brisk com- 
petition) but in persistently delud- 
ing consumers—more by what they 
leave unsaid than by anything they 
say. 

The Proebsting dicta are an ex- 
ample. “The ad that frightens or 
snobs people into buying goods has 
no place in our program.” Of 
course, it hasn’t—nor in the pro- 


gram of any other concern that 
seeks the critical class of customers. 
And anybody who supposes that 
“being able to speak and act for 
the consumer” is a special preroga- 
tive of Rochdalers ought to listen in 
on most any interview between a 
well-established retailer and a 
salesman trying to load him up with 
merchandise his community doesn’t 
want to buy. 

Advertising copy of the “infor- 
mative” type obviously has a pre- 
ferred appeal wherever buyers are 
critically - minded. Certainly the 
world would be better off if there 
were more such. That there aren’t 
is a failure, not on advertising’s 
part, but on education’s. We writ- 
ers of “informative” copy are paid 
to help sell goods—not to educate 
the world, any more than are our 
brethren who prepare the liquor 
ads. All of us alike pay our taxes 
to support public education. I for 
one wish the educators who have 
the spending of that money would 
wake up to the facts of life, and 
spend more to teach youngsters to 
grow up into shrewder buyers, and 
less to persuade them that they 
can’t be intelligent buyers without 
mixing themselves up in selling 


activities, as by joining a coopera- 
tive. Some, of course, like to; some 
don’t. I’ve never seen a lick of 
evidence that foxy consumer-buy- 
ers in the aggregate can—without 
the legislative favors—do any bet- 
ter for themselves by hiring a com- 
petent merchant to work for them 
on salary, than by allowing him to 
make a profit when he can guess 
right as to what they want to buy, 
and take a loss when he can’t. On 
the contrary, evidence has been 
brought out by modern economists, 
that most competent managers are 
so gamble-minded that they’re will- 
ing to work for a smaller compen- 
sation when it comes to them as 
“profit,” than with a ceiling over it. 

Mr. Proebsting speaks, of course, 
as what he is: a practicing ad man 
in the employ of cooperators. May 
his words help remind some of us 
in selling work that this is a coun- 
try which ought to be equally free 
for all types of voluntary enter- 
prise. If we are wise and patriotic, 
we will oppose not the cooperators 
as such, but the political tinkerers 
who always assume that “profit- 
making” activities are more justifi- 
ably taxable than are “non-profit” 
ones. 


AVATIONS Lititorial Leadership 


The Tenth Annual Yearbook Number of Aviation met 
a greatly increased need for basic aeronautical working 
information, Within its covers was published a compre- 
hensive exhibit of U.S. and foreign aircraft and engines, 
with specifications — directories of key personnel of air- 
craft, glider, and engine manufacturers, U.S. airlines, 
aviation schools and a list of some 2200 suppliers to the 
industry — plus an important and valuable section on air- 


craft recognition. 


The important nature of the information in this issue 
was fully reviewed and approved for publication by 


U.S, military authorities. 


“For a single issue of spe- 
cial purpose published 
during the twelve months 
ending July 31, 1943 in 
the Sixth Annual Compe- 
tition conducted by IN- 
DUSTRIAL MARKETING.” 


VIATION 


ompanion magazine to 


Aviation News and Air Transport 


McGRAW-HILL PUBLISHING CO., INC., 
330 West 42d Street, New York 18, New York. 


Branch Offices * BOSTON —1427 Statler Bidg. 


* PHILADELPHIA—16 S. Broad Street * CLEVELAND—1510 Hanna Bldg. * 
General Motors Bldg. * CHICAGO—520 N. Michigan Ave. * ST. LOUIS—Continental Bldg. * ATLANTA—1011 Rhodes-Haverty Bidg. * LOS 


ING.” 


The year’s improvements in appearance and format recog- 
nized by Industrial Marketing judges, were but part of a 
long-range program of improvement in the presentation of 
Aviation’s subject matter to its readers. Clarity and sim- 
plification for speed of reading become especially impor- 
tant in a magazine which has the executive readership of 
Aviation. To serve busy aeronautical executives, Aviation’s 
editors and designers constantly strive to simplify and im- 
prove the visual presentation of its important working in- 
formation. To readers and advertisers alike, this achieves a 
definite advantage in the use and value of the magazine. 


ANGELES — 601 W. Fifth St. * SAN FRANCISCO —68 Post Street 


‘For improvement in for- 
mat and appearance 
made during the twelve 
months ending July 31, 
1943 in the Sixth Annual 
Competition conducted 
by INDUSTRIAL MARKET- 


DETROIT — 2-144 
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No method of distributing goods 
can ever prove its merit in fair 
competition as long as it is directly 
or indirectly subsidized by the sort 
of taxation which favors, as “earned 
income,” the salary of a hired man- 
ager up to $14,000, as against any 
“profit” over $3,000 that a hard- 
striizgling small merchant may be 
able to squeeze out in a good year. 

Harris K. RANDALL, 
Chicago. 
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Everybody Loves a Baby 


To the Editor: Here, on the one 
hand, an advertisement from the 
Nov. 3, 1941 issue of Life which we 
prepared for The Mennen Com- 
pany with headline, “The luckiest 
babies in the world . . .”—and, on 
the other hand, an advertisement 
run by The Northwestern Mutual 
Life Insurance Company in Sept. 
18, 1943 issue of The Saturday Eve- 
ning Post with headline, “The luck- 
iest baby alive.” Through the years 
—singular or plural—still a good 
headline! 

Samm S. BAKER, 

H. M. Kieswetter Advertising 

Agency, New York. 
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Inventory Suggested 


To the Editor: After all these 
years, comes now my favorite re- 
porter of Advertising Truths, on the 
defensive with a feeble editorial on 
a situation for which there is little 
if any defense. If I could be assured 
of takers, there would be a wager 
in the offing that the editorial staff 
of ADVERTISING AGE pondered long 
and deeply before okaying final 
press proof on that top editorial, 
Page 12 of the Aug. 30 issue. 

Why is it an evidence of dis- 
loyalty to the profession to accord 
a graceful, if not surprised, recep- 
tion to the Reader’s Digest reports 
on cigarets, and tooth paste? In- 
stead, why not a tender, plaintive 
requiem to commemorate the years 
of soft going for all of us? The 
Digest’s reports, gleaned from the 
findings of a government agency, 
need not necessarily be ascribed to 
maliciousness. Existing on _ bor- 
rowed time, we have all known for 
a long while that such an unveiling 
was inevitable sooner or... why 
not now? Without performing an 
autopsy on either ADVERTISING AGE’s 
alleged editorial, or its subject, we 
all know that the elasticity of 
advertising’s time-honored preroga- 
tives has been stretched to the limit 
of public endurance by its frantic 
copywriters under highly competi- 
tive pressure. 

Back in the halcyon days we 
established “Truth in Advertising,” 
and it still remains our child— 
legitimate, and not to be disowned. 
Sackcloth and ashes, or hair under- 
shirts if necessary, but let’s concede 
that, in the past 15 or 20 years there 
has been an increasing percentage 
of copy pass into print, which you 
and I know, has strained intelli- 
gent credulity and tolerance. Why 
not put it something like this? 
Whenever the entrants into any one 
commercial field, subject to the cer- 
tain and constant ministrations of 
advertising, become numerically 
grouped on a competitive price and 
quality plane, then, and only then, 
appears a hysterical tendency to 
overstate, and over-claim the other 
fellow. And if the Reader’s Digest, 
ADVERTISING AGE, and the FTC had 
all emphasized this one condition, 
there would not be half the bicker- 
ing. 

Because advertising can point 
with pride to a long record of 
highly meritorious accomplishments 
in the promotion of every signifi- 
cant development and assignment, 
is no good reason for assuming 
infallibility. 

In the exchange of missiles be- 
tween Mr. Kraus and members of 
the Digest’s staff, also published in 
the same issue of ADVERTISING AGE, 
unless publicity was the idea, it 
appears that most of the high points 
on which to base a good argument 
were omitted by both sides, with 
debating honors slightly in favor of 
the Digest. When we start discuss- 
ing “ethical standards” in advertis- 
ing it implies that we have con- 
doned some standards which were 
not ethical, and this would indicate 
adjustable policies, etc. I am quite 
satisfied that advertising, operating 


|in a high percentage on a single, 
| and totally 


ethical standard, has 
no apologies to offer to American 
business, or the American public. 
How about advertising taking in- 


| ventory, and cleaning up its own ; 
| back yard, before any more gov- ¢ 
| ernment agencies get the chance? , 
BARNARD WILLIs, s 
| Kirkwood, Mo . % 
‘ < ‘ be a er 
Ba @ 5 “ae r , are 
, . ie rat is ? ‘ s ro ,. 
4 24 ~ ris 4 - Sab ee = r 2 rn 
Pe ge ae : i ™ Y ity Fol 


a — = — 
ee | _ it 
a 
| — _ 
j 
= 
| 
ee 
| 
; 
- 
ee : 
_ 
| 2 ee 
. | 4 -_ 
9) aaa 43 \ ” 43 or 
ws Th 4 F | a. 
award ol award | “ 
merit 10 guerit 10 | "a 
frialton lialto - . 
| | e ies. 
<a GQ — —— : 
: ee 
a 4 
— |... ~~ ie 
se | ae ; a 
. +s 
ro % 


28 
Opens Fall Campaign 


Tea Garden Products Company, 
San Francisco, manufacturer of 
jams and jellies, is launching a 
campaign Oct. 4 with a schedule of 
small black and white insertions in 
approximately 35 newspapers in the 
Pacific Coast states and in Fan Fare, 
Improvement Era, Sunset Magazine 
and Western Family. Erwin, Wasey 
& Co., San Francisco, is the agency. 


Write for circular on 
ARTKRAFT 
Hot Cathode 
FLUORESCENT 
LIGHTING 


Swift Campaign 
Bids for ‘Black 
Market’ Produce 


(Picture on Page 63) 

Chicago, Sept. 30.—To help divert 
more poultry and dairy products 
from wartime black- markets into 
regular trade channels, Swift & Co. 
has launched a special procurement 
campaign addressed to midwestern 
farmers through farm papers, news- 
papers and 24-sheet posters. 

Copy points out the patriotic 
motive for selling cream, poultry 
and eggs to Swift, which has large 
war commitments, as well as the 
advantage of dealing with a stable, 
year-round buyer of established 
reputation in the industry. The 
company also emphasizes its prompt 


payment, fair grading and prices, 
friendly dealings and convenience 
of market. 

Farm papers on the schedule are 
The Farmer, Nebraska Farmer, 
Prairie Farmer, Kentucky and Ten- 
nessee editions of Progressive 
Farmer, and Wallace’s Farmer and 
Iowa Homestead. Adaptations of the 
farm paper advertising are being 
prepared for use in newspapers in 
areas where Swift plants are 
located. 

Twenty-four sheet posters in full 
color, urging farmers to sell to 
Swift, also are being placed at main 
entrances to towns in the dairy and 
poultry areas, to attract the atten- 
tion of farmers on the way to mar- 
ket. 

Ever since the establishment of 
price ceilings by the OPA for farm 
products, considerable produce has 
been diverted to fly-by-night oper- 


ators who are ready to violate price 
ceilings. The Swift campaign is 
designed to counteract this ten- 
dency, thereby obtaining more prod- 
ucts for its own plants and indi- 
rectly benefiting all other packers 
in the industry. 

Space is left at the lower right 
hand corner of the outdoor posters 
for the names and addresses of local 
Swift managers. Farm paper and 
newspaper advertising reproduces 
the Swift & Co. sign which identi- 
fies buying station agencies. 

J. Walter Thompson Company, 
Chicago, handles the account. 


Joins Erwin, Wasey 

Jennie Perkins, formerly with 
Knox Reeves Advertising, San 
Francisco, has joined the San Fran- 
cisco office of Erwin, Wasey & Co. 
as a copywriter. 


THE HEARST GENERAL MANAGEMENT 
announces the appointment of 


HERBERT 


W. BEYEA 


as manager of the 


RODNEY E. BOONE ORGANIZATION 


Mr. Beyea has been Acting Manager since the death last July of Mr. Rodney 
E. Boone. During his twenty-four years of association with Mr. Boone, Mr. Beyea 
played a major part in the development of the Rodney E. Boone Organization. 


RODNEY E. BOONE ORGANIZATION 
Representing: 


New York Journal-American Baltimore News-Post-American San Francisco Examiner 
Pittsburgh Sun-Telegraph Boston Record-American-Advertiser Los Angeles Examiner 
Chicago Herald-American Detroit Times Seattle Post-Intelligencer 
Albany Times-Union 
OFFICES 
New York Chicago Detroit Boston Baltimore 
Philadelphia Pittsburgh Los Angeles San Francisco Seattle 


Ha OS 


a "ey rae. 
a ¥g Fe 


~ spa» ' Se niet am 


at i 


~ 


: nen te 
om eg hEP GAR $ = 4 


Advertising Age, October « 1943 


WMC Restriction: 
on Help Wanted 
Copy Assailed 


Philadelphia, Sept. 30.— A dvyey. 
tising managers and public re’ : tion, 
directors of some of Philade)phj,, 
largest war plants this week accuseq 
the area War Manpower Commis. 
sion of confusing the man)owe 


situation here by a recent orde 
barring employers in essentia| jp. 
dustries from using newspaper aq. 
vertisements for skilled help unle« 
the copy provides that job «pplj. 


cants be placed through the Unite, 
States Employment Service. 

Under this ruling, the federa! em. 
ployment service announced ij re. 
served the right to send job appli. 
cants to whatever war plants were 
judged most in need of help, re. 
gardless of whose advertisement the 
applicant was answering. This stand 
was based on an interpretation of 
the ruling by Paul Lewis, assistan; 
to Frank McNamee, the War Man- 
power director here. 

In effect, the situation is similay 
to that in which a coupon clipped 
from a company’s peacetime acver- 
tisement might be mailed to an 
industrial association and then pos- 
sibly routed to a competitive manu- 
facturer belonging to the same as. 
sociation. An employer urgently 
needing help falling within any of 
the 149 occupations deemed critical 
in this area, might find, after ad- 
vertising for this help, that the men 
and women who answered his ap- 
peal had been siphoned off by the 
USES into the plant of a competi- 
tor. 

Advertising and personnel man- 
agers of one war plant here said 
Mr. Lewis had told them, in answer 
to a request for more detailed in- 
formation, that the new rule would 
bar them from any direct hiring of 
help at the factory gate, no matte 
whether the applicant was answer- 
ing an advertisement or appeared 
of his own initiative. 

The new WMC decree, of which 
newspapers here were not informed, 
also requires employers to use either 
their own names or that of the em- 
ployment service in all help-wanted 
advertising, whether display or 
classified in nature. Thus “blind” 
advertisements are banned and the 
employer’s manpower situation is 
disclosed to all of his competitors 


One-Day Direct Mail 
Clinic Oct. 15 in N. Y. 


“What’s Ahead in Direct Mail and 
Printed Promotion” is the theme of 
a one-day clinic to be sponsored by 
the Direct Mail Advertising Asso- 
ciation, the Graphic Arts Victory 
Committee, and 33 other participat- 
ing groups, at the Hotel Roosevelt, 
New York, Oct. 15. 

G. Lynn Sumner, president, G. 
Lynn Sumner Company, New York, 
and past president, New York Ad- 
vertising Club, will be the chairman 
for the day. Discussion of current 
problems will be led by Herbert 
Kaufman, advertising manager, 
General Printing Ink Corporation, 
New York, and Henry Hoke, man- 
aging director, Graphic Arts V-c- 
tory Committee. 


Selling Women While 
They’re Young 


‘Published by GIRL SCOUTS \ 
455 E. 44th St., New York 


Member of 
THE YOUTH GROUP 
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STRANGE NEW WAYS... 


In the past five years, old-style methods of reporting have been turned 


topsy-turvy. A new kind ot reporting was badly 


needed ...one which went beyond 


the bare facts alone 
...and explored the meaning of the news. 
Newsweek pioneered in this new kind of 
reporting. It has become famous for its news | 
significance paragraphs...its objective 
presentation of news facts ...1ts signed opinions 
of authorities on politics, business, economics, 
military affairs...and its authoritative 
predictions of things to come, in the Periscope 
and in Postwar Horizons articles. All 
that, plus on-the-spot news direct from the fighting fronts, signed by 
top-flight war correspondents! What happened? Plenty! 
Newsweek circulation jumped 74 per cent...in five short years... 


! i 4 ncft 


up to more than half a million! And advertising revenue 


jumped—among general magazines—from twenty-second to fifth place! 


No wonder it’s been called a publishing miracle! 


A WELL-INFORMED PUBLIC IS AMERICA’S GREATEST SECURITY 
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Proposed F&D Rule 
on Soy Use Brings 
Flood of Protests 


Washington, D. C., Sept. 30.—Pro- 
visions of the proposed bread stand- 
ards of the Food & Drug Admin- 
istration forbidding the use of soy 
flour in white bread and rolls have 
drawn such strong protests from 
the War Food Administration and 
baking industry that hearings will 
probably be called shortly to take 
new testimony on the value of soy 
in bread. 


The standard was set, Food & 
Drug officials explain, on the basis 
of testimony which indicated that 
soy flour, in quantities of less than 
3 parts in 100, added no food value 
to bread. By forbidding use of soy, 
Food & Drug hoped to prevent bak- 
ers from depriving benefits by ad- 
vertising that the highly nutritious 
soy was an ingredient of their 
product. 

Since this testimony was taken, 
over two years ago, officials say 
that new information on the value 
of soy has been discovered. The 
War Food Administration, cc>- 
rently engaged in a campaign to 
work up to 300,000,000 pounds of 
soy flour, flakes and grits into the 
nation’s diet, wants to reopen the 
case. 

The Soy Flour Association and 


Chicago Defender (Chicago) 


Michigan Chronicle (Detroit) 
Louisville Defender (Louisville) 


Los Angeles Sentinel (National) 


CONCENTRATED COVERAGE 


LARGEST NEGRO MARKETS 


In the Middle West and Pacific Coast 
CHICAGO + DETROIT + LOUISVILLE - LOS ANGELES 


Chicago Defender (National Edition) a 
Los Angeles Sentinel (Los Angeles) : 


Concentrated Negro Purchasing Power in Detroit over $141,945,952 Annually be 
GEORGE T. HOPEWELL, National Advertising Representative 
NEW YORE OFFICE: 101 Park Ave. * CHICAGO OFFICE: 75 E. Wacker Dr. 


Paid Circ. Negro Pop. 
. 53,000 375,000 
76,000 
22,050 193,000 
14,223 65,000 
12,000 100,000 
- __3,000 
180,273 4 © 753,000 


almost every well known baking 
firm have joined in protest. One 
baker, General Baking Company, 
(Bond bread) already anticipating 
that the order will be amended, has 
started an extensive campaign for 
a new white bread with soy that 
would be banned under the pro- 
posed order. 

Among the letters filed with Food 
& Drug is one from Dr. Russell M. 
Wilder, who recently resigned as 
chief of the Civilian Food Require- 
ments Branch of the Food Distribu- 
tion Administration. Dr. Wilder, 
who testified at the original hear- 
ings, said he could not understand 
why soy had been excluded as an 
optional constituent in white bread, 
when several flours of less nutritive 
value were permitted. He said the 
War Food Administration has found 
that soy had wide use in mankind’s 
diet, and was “highly desirable” in 
quantities up to 3 parts in 100. 

A strong protest against several 
provisions of the order was filed by 
the Soy Flour Association, which 
asserted that soy flour performed 
the same function as several other 
flours that were permitted under 
the order. Others that protested 
included Kroger Grocery & Baking 
Company, Kraft Cheese Company, 
American Bakers Association, Ward 
Baking Company, and General Bak- 
ing Company. 


Soy Value Stressed 


Many of the protests asserted that 
soy was useful, not only from the 
nutrition point of view, but as an 


enzyme, and as an aid in preventing 
staling. Other protests were aimed 
at labeling portions of the standard 
which would require that the com- 
mon names “raison,” “cracked” or 
“crushed” wheat be supplimented 
by precise lists of ingredients. 

General Baking Company in its 
protest said that use of soy in quan- 
tities up to 3% does not give rise to 
claims which “run counter to the 
expectations of the customer.” It 
said that soy is a source of diastatic 
activity; that it makes “significant 
additions” in nutritive value; exerts 
a bleaching action; does not change 
the color, flavor or characteristics 
of the bread. 

The Food & Drug Administration, 
in the proposed standards published 
Aug. 3 said “It would not promote 
honesty and fair dealing in the in- 
terest of consumers” to allow the 
use of soybean flour “in quantities 
insufficient to differentiate the 
—s products from bread and 
rolls.” 


Atlantic Airs Football 
for Eighth Year 


Atlantic Refining Company began 
its eighth consecutive year of foot- 
ball broadcast sponsorship Sept. 25, 
using a network of 69 stations on 
the Atlantic seaboard for the games 
of 93 colleges, 47 high schools and 
10 professional teams, including 
most of the big contests of the East, 
South and Midwest. 

N. W. Ayer & Son is the agency. 


If you have a client with a lim- 
ited budget who wants to make 
a big splash in the nation's 3rd 
market... KECA will deliver 
more listeners per dollar than 


any other major station. 


9 Pacific Coast 
Stations Raced for 


the LCPI Title... 
grees who won? 


I, was a rip snorter of a race. Nine lusty network stations toed the mark... their 


watts all a’quiver. The sponsor pulled the trigger. Nine stations hit the air with an offer! 


The race was a long one... five quarter-hour laps a week... plenty of time to determine which 


of the nine stations would produce response at the Lowest Cost Per Inquiry. 


Meet the Champ... KECA. 
Winning LCPI Championships is old stuff for KECA. There are three reasons... good and 


growing listening audience; over 400,000 new radio population in L.A. County; time rates which 
have not increased since 1936 yet. This is a sweet combination for the advertiser who wants to 


win new laurels in the “Results Handicap.” 
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Soy Food Mills 
Asks Injunction 
Against Pillsbur, 


Chicago, Sept. 29.—Soy 


re 

Mills, Inc., manufacturer of ( den 
Wheat-Soy Mix for griddle cake 
and waffles and Golden Mix {o, 
muffins, filed suit against the jj}. 
bury Flour Mills Company in feq. 
eral court here this week, cing 
an accounting of profits and in une. 
tion against the continuance. py 
Pillsbury of packaging and ; ling 
of a pancake flour containing So, 
bean under the name of G ldep 
Bake Mix. 

In its petition, Soy Food \ij); 
claims that it and its predecessor, 
originated pancake, waffle  anq 
muffin flour products in which g 
soy bean ingredient is used. [t, 
petition recites that it has expended 
large sums of money in advert sing 
and that its products have received 
wide public acceptance. 

Following its success in opening 
the market to soy flour, Pillsbury. 
according to allegations of the pet}. 
tion, attempted to invade the fielq 
with a somewhat similar product 


known as Pillsbury’s Wheat-Soy- 
Rice pancake mix. Thereafter, the 
petition continues, Pillsbury aban- 
doned their product and introduced 
a similar product under the name of 
Golden Bake Mix in an effort to 
capitalize on the popularity and 
wide acceptance of the products of 
Soy Food Mills. 

Alleging the use by Pillsbury of 
lower-priced and inferior ingredi- 
ents, Soy Food Mills claims that 
public dissatisfaction with the Pills- 
bury product will reflect on the 
products of Soy Food Mills and that 
it is suffering injury thereby as 
well, as confusion will exist in the 
minds of consumers and storekeep- 
ers, by reason of similarity of the 
name and packaging of the Pills- 
bury product with Golden Wheat- 
Soy Mix and Golden Mix. 


Latham Leaves Mutual 
to Join Roy Durstine 
r John R. Latham 

as resigned ui“ : 
from Mutual - Ne! 
Broadcast- 
ing System, New 
York, to become 
vice - president 
and director of 
Roy S. Durstine, 
Inc., New York. 
Mr. Latham will 
have general 
executive and 
management re- 
sponsibilities and 
head the agency’s 
radio activities. 

Before joining Mutual he was 
president of the American Network, 
and prior to that headed the radio 
department of Young & Rubicam. 
He was also with Benton & Bowles 
as business head, and for a time 
was advertising manager of Ameri- 
can Tobacco Company. 


J. R. Latham 


NBC Takes News Spot 


National Biscuit Company has 
begun sponsorship of “Plain Talk 
for Plain People,” with Stanley 
Dixon, MBS commentator, over 
three stations of the Cowles group. 
The program, for Premium cracke’s, 
is heard at 5:15 p. m. on Stations 
KRNT, Des Moines; WMT, Cec:r 
Rapids; and WNAX, Yankton, S. 0 


If it’s 
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you want... 
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NEW HAVE?! 


The Register is rated* the 
7th test market in the U. S 
—2nd in New England. With 
@ minimum cost you reach 
urban and suburban popula 
tion. 


*tmdependent Survey of Providence Bullet!: 
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plan effective September 26, 1943 


On September 25 and 26 the stations of the Columbia Network, acting in planned syn- 
chronization, opened, in more than 119 cities of the United States, the most formidable, 
realistic and aggressive campaign of program-promotion ever undertaken in the history 


of radio. The purpose of this report is to advise you of its strategy and tactics. 


STRATEGY: To notify the American public in certain terms, as the curtain rises 
on the 1943-44 fall and winter season of Columbia Network programs, of the specific 
offerings of the greatest pageant of entertainment, instruction, music and comedy ever 


broadeast by any network—and thus steadily to broaden their audiences. 


TACTICS: The “arms” to be used in coordination are, in the order of their relative 


emphasis: 


1. RADIO 2. NEWSPAPERS 3. TRANSPORTATION ADVERTISING 4. POSTERS 
5. DIRECT MAIL 6. PERSONAL CONTACT 7. BROCHURES 


Let us examine the tactical plan for each in detail: 
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ié+0 oe upwards of 75,000 Spe- 


CBS Stations plan to broadcast up- cial Star Invitations broadcast by the 


CBS 
wards of 50,000 Special Announce- artists themselves who participate in paig 
ments, each of which invites the entire the CBS Network programs, and who regu 
listening audience to hearken to a have made special recordings for this new 
specific forthcoming program. What purpose. Again there can be no exact stro 
astronomical total of listeners will be prediction of the millions reached by cire 
reached by these announcements, no these Star Recordings, but only a deaf \BC 


man dare say exactly, but shall we say hermit can fail to hear them! 


millions on millions? 
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2 by NEWSPAPERS . . . 


CBS Stations will open their cam- 
paign with a full-page, and continue 
regular advertising using every major 
newspaper in every station-city on a 
strong schedule (reaching a total daily 
circulation exceeding 12,000,000 
\BC Net Paid), promoting every full- 
network program, every broadcasting 


day. 


3 by TRANSPORTATION 
ADVERTISING ..... + re 


CBS Stations (in every station-city in 
which transportation advertising is 
available) will use car cards in color 
(mostly giants, 1] x 42 ins. ), bearing 
photographs of the principals of full- 
network programs every broadcasting 


day. to a monthly total of riders ex- 


ceeding 860 millions. 


ROMANCE OF HELEN TRENT 


ie WE LOVE AND LEARN 


=e 
Sie 


+ SCREEN GUILD PLAYERS | 


THEATRE OF TODAY 


a 4. by POSTERS. ...... 


CBS Stations are now posting through- 


out their communities upwards of 


e 65,000 posters inviting listening to all 


* RATABETH RELER 

‘ 
: ‘ 
’ 


full-enetwork CBS programs—each 


poster measuring 26) x 40 inches, 


BURNS & ALLE AAG: 


THEARST UNE | 


>. ll 


printed in color. Over 25 of the sub- 


jects were drawn by James Mont- 


gomery Flagg ;others by artists equally 


competent in capturing the spirit of 


other programs. .-~~ 
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5 by DIRECT MAIL... .. 


CBS Stations are issuing skilful and 
detailed direct mail information, in- 
cluding well over 500,000 unusually 
effective post cards concerning the 
“Forward March” to those affected in 
their communities, to the total of mil- 
lions of additional circulation. Clients 
and agencies are planning to use this 


material for their dealers, as well. 


6 by PERSONAL 
ee aay 


CBS Station Managers, in close con- 
tact with the civic leaders and the mer- 
cantile customers and representatives 
of their CBS Network Clients, have 
advised them of the “Forward March” 
and (as we go to press ) are working 24 


hours a day to cooperate with them. 


7 by BROCHURES... . . 


These brochures, booklets, and en- 
velopes are designed to give full pro- 
gram information to CBS stations. and 
to present a comprehensive program 


promotion plan with the material to 


carry it out. Over 90 programs will be 
promoted this Fall... by CBS stations 


using their material with consummate 


skill. 


This is CBS... 
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Advertising Age, October 4, 1943 


Indoor Climate 
Institute Adopts 
Campaign Insignia 


Detroit, Sept. 30.— Although it 
does not expect to use any national 


Hearing on ‘Esquire’ 
Charges Postponed 

The scheduled hearing of Post 
Office Department charges against 
Esquire in Washington, D. C., Sept. 
28 has been postponed until Oct. 12. 

The department seeks to cancel 
the second class mailing privileges 


Coming 
Conventions 


Oct. 10.—American Association of 


ers Association, convention, Edge- 
water Beach Hotel, Chicago. 

Nov. 11-12.—American Marketing 
Association, 1943 war conference, 
Hotel Statler, Cleveland. 

Plans Campaign 

Pettingell & Fenton, New York, is 

preparing a campaign for Air- 


35 
Lewis Appointed Agency 


Electric Service Control, Newark, 
N. J., manufacturer of switch boards 
and panel boards, has named Lewis 
Advertising Agency, that city, to 
handle its advertising. Marine pub- 
lications will be used. 


‘er tisi il the postwar period, icati : Newspaper Representatives, annual | PT 
. shee fy Se a br Climate rod 2. “i var see ae ar lacie ee oe ——— oe ll Tn ce he senews om nae Savings & 
: id this week that mem- ; fal : ct. ~ic.—Fall war conference, | *: d ary : nan tt : 
Insti _—— S meediel inaieaia in tained obscene matter — including Newspaper Advertising Executives|‘irect mail, on “Air-Flight Scuf-|Loan Association has renewed its 


bers 
ne ublic with its aims. 
The institute was formally or- 
ganized at a meeting of leading 
manufacturers in the heating, cool- 
ing and equipment industries in 
Cleveland Sept. 14. Its primary 
purpose was described as a program 
for the improvement of heating and 
air conditioning in the interests of 
public health and greater indoor 
fort. 
or e insignia, within three black 
circles, employs the block letters 
I. A. L, indicating that the adver- 
tiser is a member of the institute, 
which is a “Symbol of greater in- 
door comfort.” 


Non-Profit Group 


dual advertising to acquaint 


The institute, a non-profit cor- 
poration, will have its headquarters 
in Detroit. It will serve as a clear- 
ing house of information, set up 
with a central staff and committees 
qualified to conduct a broad pro- 
gram of public and trade education. 
The public will be informed as to 
the many benefits in health, com- 
fort and economy resulting from 
properly designed and installed 
prime heating equipment—burning 
coal, gas or oil for warm air, hot 
water or steam heat. 

With the inevitable postwar de- 
mands for summer cooling, as well 
as greater heating efficiency and 
comfort in winter, the program is 
intended to clarify conceptions as 
to systems and methods which will 
assure air conditioned or cooler 
areas in homes, commercial estab- 
lishments, offices, public buildings 
and industrial plants. 

Local chapters are to be formed, 
with the membership composed of 
the various members of the trade, 
dealers and utility companies. 
Objectives for the first year of 
operation include a comprehensive 
study of manpower problems, now 
and for the postwar period. Tech- 
nical committees have been set up 
to study the codes, standards and 
practices, as established by the vari- 
ous industry trade associations and 
authorities for the benefit of the 
public. 

Officers of the institute include: 
President, Paul B. Zimmerman, Air- 
temp Division, Chrysler Corpora- 
tion, Dayton, O.; lst vice-president, 
T. A. Crawford, Timken Silent 
Automatic Division, Detroit; 2nd 
vice-president, E. N. Hunter, Na- 
tional Radiator Company, Johns- 
town, Pa.; secretary, R. E. Moore, 
Bell & Gossett Company, Morton 
Grove, Ill.; and treasurer, E. N. Mc- 
Donnell, McDonnell & Miller, Chi- 
cago. A board of directors and ad- 
visory council also has been set up. 


Liquor Industry 
Starts Booklet Series 


Presenting the part that the 
liquor industry plays in providing 
public revenues, Allied Liquor In- 


the famed Varga girl drawings. 
Esquire served notice that it would 
contest the action and prove it has 
used no indecent material. 


Rawlins Made V. P. 


Steven C. Rawlins, Chicago rep- 
resentative of Western Family, has 
been elected vice-president of West- 
ern Family Publishing Company, 
Los Angeles. He has been with the 
pany since its organization in 
1941, 


Association, Hotel La Salle, Chi- 
cago. 

Oct. 12-13.—JInland Daily Press 
Association, fall convention and 
annual meeting, Hotel Sherman, 
Chicago. 

Oct. 15.—Direct Mail Advertising 
Association, annual meeting, Hotel 
Roosevelt, New York. 

Oct. 18-19.— Boston Conference 
on Distribution, 15th annual meet- 
ing, Hotel Statler, Boston. 

Oct. 19-21.— Financial Advertis- 


fers,” a new type of ration-free 
footwear. The product will be sold 
in a ready-to-mail, self-sealing gift 
package. 


Open Toronto Branch 

Ferres Advertising Service, Ham- 
ilton, Ont., has opened a branch 
office at 45 Richmond St., W., 
Toronto, with Albert Jarvis, for- 
merly with James Fisher Company 
and Norris-Patterson, Toronto, as 
manager. 


contract for an additional 52 weeks 
of station-break announcements on 
Station KSTP, Minneapolis. Mc- 
Cann-Erickson, New York, is the 
agency. 


Gunter Joins PAA 

Kenneth C. Gunter, for the past 
eight years production chief of An- 
derson, Davis & Platte, New York, 
has been appointed advertising pro- 
duction supervisor of Pan American 
World Airways, New York. 


Millions of new dollars have been spent in 
recent years in remodelling and revamping the 
great transportation systems of land, sea and 
air serving the "New" New Orleans. 


dustries, New York, has published a 
booklet entitled “Public Revenues,” 
t first in a series designed to 
“ord more information about the 
uor industry. 
opies are being distributed to 
ing authorities, members of Con- 
s, local liquor authorities, 2,000 
‘spapers, 100 business papers 
| 3,500 members of Allied Liquor 
industries. J. J. Glasser is in charge 
the research. 


This huge investment in improved transporta- 
tion facilities is but a small part of the rich 
stake that big national and international inter- 
ests have in New Orleans. 


Those who are thinking ahead to the post war 
future are cultivating this rich market. It is 

America’s No. | Green Pasture. 
Panes Launches Drive 


’. H. Hanes Knitting Company, 
Ston-Salem, N. C., has launched 
ew campaign for Merrichild | 
epers, using black - and - white! 
f pages in Baby Talk, Life and 
rents’ Magazine. N. W. Ayer & 
1, Philadelphia, is the agency. 


GOO 
AYUNE and NEW ORLEANS STATES 


aa 
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ars farm editor and program di-| epresentatives: NOEE, ROTHENBURG & JANN, Inc. 

tor, has been appointed station 
‘nager of Stations KFAB and 
FOR, Lincoln, Neb. 


IS BEING BUILT TODAY 


rewer Names Foley 


| 
Richard A. Foley Advertising | 
‘8e@ncy, Philadelphia, has been! 
amed merchandising and advertis- | 
‘8 counsel for Louis F. Neuweiler’s 
| ons, Allentown, Pa., brewer. 
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Hurley Goes After | 


Postwar Customers 
for Thor Washers 


(Picture on Page 63) 


Chicago, Sept. 29.—To make cus- 
tomers now for the Thor washers 
and Gladirons it will sell after the 
war, Hurley Machine Division of 
Electric Household Utilities Cor- 
poration this week returned to the 
ranks of national advertisers with | 
the first of a series of full-color 
advertisements in rotogravure and 
magazine sections of 21 newspapers 
in as many cities. 

The manufacturer will play up 
the wartime use of its appliances by 
men in the armed forces, and re- 
mind consumers that improved) 
products will be available after the | 
war. Initial copy appeared in Sept. 
26 editions of the dailies and is to | 
be followed by other 1,000-line full-| 
color ads once a month for the next | 
three months. 

“Imagine me down here in the 
jungle doing my own washing—and 
liking it!” is the headline for the 
opener, which shows a boy in camp 
hanging up his wash. 

“The only Thors being built to- 
day are for the Army and Navy,” 
the copy points out. “Many a sur- 
prised boy in camp has seen a Thor 
(‘just like ours at home’) come to 
do the hardest chore of all—clothes 
washing. Thus the Thor is getting 


its ‘toughest workout’ 
outposts . . . swishing clothes clean 
not just on Monday, but every day, 
under the most difficult conditions, 
in climates ranging from Greenland 


'to the tropics. 


“Whatever it is— whatever the 
job, it’s still a Thor, built by the 
oldest manufacturer of electric 

washing machines.” 

The peacetime Thor and Gladiron 
are illustrated. A crated Thor car- 
ries this description: “Here, under 
wraps, is the grandest Thor "washer 
of all, to be ready for you after the 
war.” Concerning the Gladiron, the 
company comments that “women 
said it couldn’t be improved, but 
wait and see!” 

The campaign was outlined to 
distributors and branch managers 
by J. Erickson, sales promotion 


| manager, who urged them to tie in 


with the promotion. Broadsides 
have been mailed to dealers de- 
scribing the series and reproducing 
| the first advertisement, which they 
were asked to use as window re- 
minders. 

Earle Ludgin & Co. was appointed 
by Hurley last month (AA, Aug. 
16) to conduct the campaign. 


STORE SCHEDULES 
TIE-IN MESSAGES 


Buffalo, N. Y., Sept. 28.— Al- 
though it has no Thor washers or 
ironers in stock, E. W. Edwards. & 
Son, Buffalo department store, in- 
tends to run advertising tying in 
with each insertion in the new 


BUFFALO BILL NEVER SHOT A 


BUFFALO!” 


AND—No ApvERTISER EVER BAGGED 
THE GRAND RAPIDS- KALAMAZOO AREA 
FROM CHICAGO OR DETROIT! 


All your life you’ve thought 


Buffalo 
Buffaloes 


Bill shot hundreds of 
and probably all your 


radio life, you've thought you 


could cover Western 


Michigan 


from some big Chicago or Detroit 
radio station. 


Sorry — but on 


both counts. 


you've been wrong! 


The Kalamazoo-Grand 
Rapids Area is the home of 
1,483,509 better-than-average 
consumers who vastly pre 
fer WKZO to any and every 
other radio station, either 
“outside” or “inside” the 
Area. Write for “The Tale 


of Three Cities’’. 


KALAMAZOO and 


WKZ0 


covers all Western Mic 


Western Michigan is covered by 
only one 
world 

sonably claim small segments, but 
only WKZO does a complete job. 
And the 


radio station 


WKZO. 


in the 
Others can rea- 


cost is so low that any 


fair-sized advertiser can add 
WKZO to his list without diff- 
culty. Want all the facts? 
Telephone Free & Peters or 
write us direct! 
Want to know the REASON for this--and 
for WKZO's unique position, too? "RITE! 
5000 Watts 


390 KC 
CBS 


higan, with studios in 


GRAND RAPIDS 


JOHN E. FETZER. President and General Manager 


FREE & PETERS, INC.. 


Exclusive National Representatives 


in distant | 


Advertising Age, October 4. 194. 


The Diary of an Ad Man 


This diary embraces the observations and reflections of one of America’s 


most prominent and widely known advertising men. 


It is presented in 


ADVERTISING AGE weekly, exactly as written, without benefit of “editorial 

direction” of any kind. The author is glad to receive comment, but can- 

not answer letters, except as he may find it appropriate to do so through 
the column. 


September 20. I wonder if there isn’t a 
story waiting for somebody to tell, in ad- 
vertising, for the Railway Express ‘Agency. 
If I had been asked, a short time ago, to 
name an unimaginative monopoly, I sus- 
pect this Agency might have been my 
choice—if I had thought of it at all. But 
some recent experiences have enlightened 
me. In fact, it looks to me now as though 
this might be the smartest outfit in any 
branch of the transportation business, with 
a service attitude that is inadequately ap- 
preciated by the public. 


September 21. My first business transac- 
tion, at the age of nine, was to take a 
penny given me by my mother, invest it in 
two copies of an evening newspaper, and 
sell them for a penny each. When I found 
that capital could thus be doubled in a day 
it was like discovering a gold mine. There- 
after I sold papers every afternoon, after 
school, until I got a regular job in a pub- 
lishing business at the age of twelve. No 
doubt the laws prohibiting child labor were 
necessary and have done more good than 
harm, but I cannot help wondering about 
them during this manpower shortage. I 
know they would have prevented my get- 
ting a lot of useful education. But then I 
had the good luck to do my child-laboring 
in that most educational of all enterprises, 
a printing house. 


September 22. Picked up a copy of Look 
on a newsstand, with a strong picture of 
Willkie on the cover. “There,” said a 
stranger next to me, “is our next presi- 
dent.” “What makes you think so?” I 
asked. “Because,” said he, “I am a travel- 
ing man, and wherever I go Willkie is the 


fellow people are talking about.” He 
wasn’t traveling for Mike Cowles either. 
* 


September 23. It is said that Roy Howard 
once instructed Scripps-Howard editors 


somewhat as follows: “When you want to 
attack a man don’t call him libelous names. 
Just tell what he did in such a way that 
the reader will say: ‘Why, the dirty so- 
and-so!’” The suggestion holds good for 
ad writers. Don’t praise the product. Just 
tell what it does, and how it does it, so 
that the reader will say: “I must try that.” 
In short, go light on the adjectives and 
heavy on the verbs. 


September 24. Winston Churchill’s en- 
dorsement of Basic English has given it the 
kind of popular attention its compilers 
have long sought. It must be nearly twenty 
years ago that one of its promoters asked 
me to introduce its use into advertising; 
and I still have the dozen or more books 
about it which I accumulated at that time. 
I, too, believe that it is the best tool that 
has been devised- for facilitating interna- 
tional communication. But I quit experi- 
menting with it for advertising when I 
found that Poe’s tale, “The Gold Bug,” 
translated into Basic becomes “The Gold 
Insect.”” Advertising needs more color and 
nuance than that. 


September 25. A drizzly, gusty, equi- 
noctial day, so used it to give my study a 
housecleaning—my wife and maids having 
been warned not to touch it on pain of 
death. Got all my bookshelves in order, 
all my files purged of by-gones, and all 
my catalogs, pamphlets, clippings and 
other fugitive material neatly classified in 
new folders. Tonight I am feeling too 
virtuous to live with. 


September 26. No frost yet, and the rain 
has blown away, so tomorrow we will 
make hay while the sun shines and start 
on our fourth cutting of alfalfa. Let’s see: 
better than five tons to the acre at $30 a 
ton . . . why, there’s millions in it! 


——a, 


color-gravure campaign of Hurley 
Machine Division, Chicago. 

Edwards will schedule its copy in 
the Buffalo Courier Express, which 
also is to carry the national Thor 
copy. Paul N. Welsh, advertising 
manager of the store, said it not 
only heartily approves the Hurley 
division’s policy of advertising for 
the duration but feels it is equally 
important to place tie-in advertis- 
ing. “We want to maintain our 
identification as an important Thor 
dealer,” he said, “confident that the 
expenditure now will prove highly 
profitable as soon as we again have 
Thors for our customers.” 


Plans Pertussin Drive 

Seeck & Kade, New York, has 
scheduled a six-month newspaper 
and spot radio campaign for Per- 
tussin, expanding its budget over 


last year. About 300 newspapers in 
230 cities will be used. Erwin, 
Wasey & Co., New York, handles 


the account. 


| 


‘Sponsors Broadcasts 

| Ohio Oil Company, Findlay, O., 
| maker of Marathon petroleum prod- 
| ucts, has signed to sponsor ten foot- 
ball broadcasts this fall over Sta- 
|tion WOWO, Fort Wayne, Ind. 
Stockton, West, Burkhart, Inc., Cin- 
cinnati, is the agency. 


Bendix Presents 
‘Invisible Crew’ 


for Inspection 


Detroit, Sept. 28. — The 1943 edi- 
tion of the “Invisible Crew” of 
Bendix Aviation Corporation flew 
before the American public last 
week in full-page advertisements in 
35 cities throughout the country. 
The advertisement, picturing a Fly- 
ing Fortress winging across the 
page and listing 160 new Bendix 
products and inventions for air- 
planes, was placed in metropolitan 
newspapers in selected industrial 
centers where aircraft and other 
war goods are manufactured. 

An unusual feature of the adver- 
tisement which attracted much at- 
tention was its poSition on the page 
turned full to the right with the top 
of the copy at the fold. This was 
necessitated by the width of the 
large airplane in the illustration. 
Buchanan & Co., New York, is the 
agency, with George Enzinger the 
account executive. 

The purpose of the advertisement, 
according to officials, was to present 
graphically the 
controls and essential parts which | 
Bendix engineers have developed | 
for wartime and postwar use in air- 


large number of} 


|planes. These new improvements 
have been made known periodically 
as they were perfected, but this was 
the first complete picture of the 


entire “Invisible Crew” for air- 
planes. 
Yankee Appointed 


Yankee Writing Service, Guilford, 
Conn., has been appointed by the 
U. S. Record of Performance Fed- 
eration to handle advertising of tie 
Victory Cockerel campaign, a pro- 
gram sponsored by the U. S. De- 
partment of Agriculture and the 
federation to increase the produc- 
tion of eggs in the United States 
10% or more. The campaign, ('- 
rected primarily to hatcheries ai 
feed dealers, will use merchand 
ing material, business papers a 
direct mail. 


+ 


Two Join Ferguson 

D. A. Milligan, formerly wiih 
Cleveland Tractor Company, |! 
been appointed director of resea! 
of Harry Ferguson, Inc., Dearbo 
Mich., producer of the Ford trac! 
with the Ferguson System. Har: 
E. Pinches, for nine years head 
the department of agricultural ¢ 
|gineering at the University of C 
'necticut, has joined the company 
|director of farm practices. 


‘THE DISPATCH - 


a 


MORE NEWS 
Ly OTHER 


COLUMBUS, ‘OHIO. 
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These Texas Institutions 


° ats aes 


For Those Who Sell es 
To The Dallas Market 


The‘‘Eighth Service 
Command”’ 


1. The Home 
2. The News 


And how hundreds of 
new Army Families 
came fo live in Dallas. 


Even these war days it’s not often that the 
civilian life of a city is supplemented over 
night by the arrival of many hundreds of army 
officers (largely of senior rank) and their 

OU won’t find folks going away, or out driving, much any more. You will families. 


find them mostly gathering round the old priority-free hearthstone, beneath the 
pleasantly un-rationed roof-tree—at home! If your advertising is going to be read 
it is going to have to crash the family circle—by way of the front porch. The home 
is a greater institution than ever. 


Climbing in current importance, too, is that other vital institution, the home news- 
paper, always the strongest connecting link between home and world. 


Your institution has two fellow-institutions in the Dallas market. With them 
you will grow in good-will. They are essential to your highest success. 


They are the homes of the Dallas market, and the newspaper which for more 
than a half century has been a beloved and indispensable asset to those homes. 


That is what happened in Dallas when the 
U. S. Army’s Eighth Service Command was 
moved here en masse—accompanied of course 
by complete enlisted personnel. Without fan- 
fare — this being war time — Dallas became 
Service Command Headquarters for one of 
America’s nine military districts. 


The Eighth Service Command does not oc- 
cupy a military post. It has been absorbed 
into the social and domestic life of the city — 
hundreds of splendid homes which now are a 
part of the “bonus circulation” accorded 
Dallas News advertisers. 


Although the Eighth Service Command is an 
important addition to the Dallas family circle, 
it is only one of many such additions. Others 


are the various war industries and a 2,500-man 
Naval Base. 


MORE THAN 100 “INSTITUTIONAL” ADVERTISERS 


of national importance are buying the columns and the sponsorship of The Dallas News to carry messages of policy and 
patriotism into the homes of this market. The list includes nearly all of the famous names of today that aspire to still 


greater fame tomorrow. 


iliates: Radio Sta 
WFAA and KGKO — 


_ The Texas Almanac 
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Advertising Age, October 4 


marketing, Indiana University,|gress. The manner in which the amounted to less than three-qu rte 

Hu e Postwar states in a booklet, “Instalment| Federal Reserve has handled credits HELPFUL HINTS of one month’s current expen: ne 

Credit Comes of Age,” just pub-|under its well known Regulation W by all consumers. Further rodyo. 

lished by the National Retail Furni-| wins high praise from the see Hi tions to the point of complete elim. 

ture Association. who states that bank officials not OW 1D WT KEEP) pes ee | amount Pn less than 

onsumer re | Mass buying will be essential to|Omly enforced stringent credit rules pte taht oe * and nang ey Of one 

insure sale and consumption of|>Ut, at the same time, won the co- 10% te +f et are ties f of 

. goods America’s increased produc- —— po mgr ee sy || WITH LESS” COAL tail in ohiae wan ie ; mall 

Needed: Harin tive facilities will make, he points * al mere _ whose | eee es I heat on the Amtesieet: temaeen ge a 
. eut. Cash savings will not be ade- | 2USINESS methods were subjec a mm rete x . 


Mass Buying Is 


quate to buy all the automobiles, re- 
frigerators, home furnishings and 
other products the nation will re- 


extensive changes. 
“Consumer credit will play an im- 
portant part in the postwar world. 


“Against this background, 
lation W should commemorate jt, 
second birthday by prepari 


3 s to 
. : > None of the sponsors of federal and 2 mee TT withdraw from the field of eco: omic 
Essential, Study SS Sa — Pang aee state credit control have discovered eet! Seccens control to that of direction and guig. 
Emphasizes lishenaat of atestonn peacetime | @9Y major form of credit that should ance. Its purpose must shift from 
Pp rat ig Sie be abandoned,” Dr. Haring says. SERS curtailing consumer credit to sur- 
Chicago, Sept. 29.—Vast reservoirs Because of the vast plant expan- “Actually, consumer credit is being) * ae oe ; on Pa aoe camille be on mod 
of consumer credit will be necessary | Sion made necessary for war needs, en age. cea Elgg senate aa ae in sumers —" 
to supply the nation’s pent-up needs|credit for manufacturers to insure oe officials ~ k have aeaieaindined ie ‘4 es tS “By such a shift in emphasis. « 
during the first two years after the production will not be a major item R -- oo 


war, Dr. Albert Haring, professor of 


A RARE OPPORTUNITY 


For Industrial Media, 
Market and Copy 
Research Man 
Fast growing, medium size New 


York agency wants draft-free man 
for above position. To work with 


of consideration during the postwar 
period, Dr. Haring believes. Indus- 
trial capacity is now ample to meet 
most any peacetime needs. Cash in 
the hands of the consumer, how- 
ever, must be augmented by credit 
to insure evenly balanced trade in 
all areas of the nation, many of 
which have not experienced the 
boom of wartime industry. 


Much Data Included 


The book, one of the first exhaus- 
tive studies of consumer credit made 


perpetuated without an act of Con- 


curtailment of consumer credit since 
1941, expect and desire its expan- 
sion in peace in order to keep pro- 
duction at a high level.” 


‘CONSUMER CREDIT’ 
REVIEWS RESULTS 


Washington, D. C., Sept. 28.—Ex- 
pressed in terms of consumer expen- 
ditures, demand for consumer goods 
and services shows no indication of 
having been affected by reductions 
in the amount of consumer credit 
outstanding, according to a review 


Curtailment of consumer credit, 
the publication adds, can have the 


Anthrocite—the coe! you burn in your heme 
ANTHRACITE INDUSTRIES, INC. 
be er oF 


This is the opening gun in an intensive 

fuel-saving educational campaign spon- 

sored by Anthracite Industries, which 

will break in 75 papers in eastern cities 

Oct. 10, heralded by spot announce- 

ments two days before insertions appear. 
N. W. Ayer & Son is the agency. 


same undesirable effects as does the 


sumer credit reductions since the 


effective date of Regulation W have 


SWERIOAN 


sumer credit can escape the futilj 
of martyrdom in the cause of cop. 
trolling an inflation far bigger thay 
it is. At the same time, it can per. 
form a service to the economy fo; 
which it is particularly we 
adapted.” 


GMA to Conduct 
War Conference 
in N. Y. Nov. 3-5 


GMA will hold a war conference 
Nov. 3-5 at the Waldorf Astoria 
Hotel, New York. It will seek to 
consolidate the gains already made 
toward solution of food problems 
and to increase the mutual under- 
standing and teamwork between all 
segments of the food producing and 
distributing industries. 


- during wartime, supplies statistical|of Regulation W in the current is-|inflation which it is supposed to “ Forev 
aa Fae ee data and background on the effects | sue of “Consumer Credit,” published|combat. “It penalizes those con-| New York, Sept. = scene now eth 
Real opportunity to develop, ed- of instalment credit on the present-|by Consumer Banking Institute. sumers whose incomes do not in-|0" the part of the whole food indus. mu? 
ied Ghd Renate tetas tio day economy of the nation ahd lays} “Experience has shown,” the pub-|crease in proportion to price rises | tty and excellent harvesting weather this me 
tor, Solory $9900 por yoor or under. a foundation for future postwar} lication says, “that all consumers to-|just as does inflation. In this way have combined to bring about a de- ene? 
Give full details of your experience, || >anning. | gether have had more than enough |it results in inequitable distribution | Cided | Se wae the food gorge 
age, salary wanted, etc. Address Regulation of consumer credit by | income to pay off a relatively small|of goods and services, and defeats | front,” said Paul S. Wi om president and to 
Box 4335, Advertising Age, 330 W. the Federal Reserve, Dr. Haring|debt and at the same time increase|its own basic purpose.” of the Grocery Manufacturers of take tl 
42nd St., New York City. points out, is a war emergency meas- | their spending.” “All told,” the Institute says, “con- | America, who announced today that UC 

“ P . ure and its continuation cannot be 


facts. 


Total food production in 1943 H 
probably will exceed the record 
1942 production by 4%, and the ay- re 
14% erage for the period 1935-39 by 31%, TB existe: 
Mr. Willis revealed. Of the total 
; WHER 1943 food production 75% has been 
aah ne PM oe, Era 18°: allocated to civilians, about 13% to [jm °° '! 
i 17° . military forces, 10% to lend-lease labels, 
Amswah | MURRERSDA and the remaining 2% for shipment . : 
a 13° | La to U. S. territories and for special goods 
~ newAlthough the critical role of th sel 
yoo “Althoug e critical role of the 
38° food processor is understood by few brand 
people,” Mr. Willis said, “the huge 
supplies of food raised on our farms As th 
would be virtually worthless to this ecutiv 
nation at war if they were not proc- 
= 20 to 100° aes ee eee essed and packed in such a way to ment, 
6° | 28° 0| 28% retain all of their health-giving and warel 
[} Under 20% strength-building qualities.” a 
quasunmnpiensenen in th 
Tru-Art Expands the ¢ 
The Tru-Art Engravers, Cedar pouri 
Rapids, Ia., has purchased Commer- 
cial Art Engravers of the same city he co 
from the Consolidated Photo En- 
graving Equipment Company, Chi- Had 
cago. 

a been 
bd + Starts Ronson Series ener 
in of 103 Counties - DAI Art Metal Works, Newark, N.J, for‘ 

has launched a series of consumer price 
advertisements featuring human in- ; 
: terest angles and showing the role indu 
. . P P a Ronson lighters and accessories p!ay 
Here's one market in which a single appropriation . . . 69°, coverage of 40 Nebraska cities over a our Sorting ae 2 es So i 
does a whale of an advertising job! 1,000! appearing in Life, Collier’s and The brar 
R © . Saturday Evening Post. Hal A. inde 
For mighty few other markets . . . as large and . 45°, coverage of the entire 103-county Salzman Associates, New York, a 


handles the account. 
as rich. . . are so thoroughly covered by one news- Nenrate ane Sommpenen town mamert 


paper! 
JUST CHECK IT AND SEE: 


Practically 100°, coverage of every worth-while 
home in the Omaha Metropolitan market! 


. .. 76%, coverage of the 50-mile zone Retail 
Trading area! 


MONEY TO SPEND 


This market's income, right now, is at its all-time 
peak! Farm income is 60°/, higher than a year ago. 
... 56%, above the national average. Omaha bank 
clearings, for months, topped all other cities! 

Get the complete Nebraska story. Write to us 
or to our representatives for details! 


SELLING NEW HAVEN'S 
WAR WORKERS 
DAILY 193,257; SUNDAY 187,743 ABC. 6 Month’s Average Ending March 31, 1943 


Omaha wort HERALD 


One of the Nation's Great Newspapers | 
| 
| 


The Journal-Courier goes into war 
plants by the thousands daily — 
each copy read by many, and 
passed on from shift to shift — 
each copy working 24 hours daily 
to bring you coverage of today's 
best-spending customers 

100,000 readers daily! 


* * THE * * 


JOURNAL - COURIER 
NEW HAVEN, CONN. 


Owners and Operators of Radio Station KOWH 


O'MARA & ORMSBEE, Nat'l Representatives: New York—Chicago—Los Angeles—San Francisco 
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Foreword to the Trade: We urge every 
har and package store operator in America to study 
this message. In our considered opinion, continued 
brand advertising is a vital necessity to your future 
and to the future of the industry. This is why we 
take this special space to impress upon you the 
facts. 


(signed) Frank Jobson 
Bill Plant 
Bud Caskin 
Frank Haring 


HINK back 10 years to the day of Repeal, and 
recall for a moment the trade conditions which 
existed then. 


So far as the public was concerned there were no 
labels, no “brands,” except for bootleg counterfeit 
goods and an occasional bottle of “good stuff off the 
boat.” On the day Repeal went into effect, every 
brand started all even—from scratch. 


As the distilling industry went into high gear, ex- 
ecutives were quick to realize that their invest- 
ment, in fact their whole future, was not alone in 
warehouses or stocks or distilling properties, but 
in their labels. And every distiller, straight across 
the country, set himself to one task—the task of 
pouring into those labels every penny, every dollar 
he could afford .. . for national brand advertising. 


Had this not been done—had America’s consumers 
been allowed to continue asking at bars or package 
stores for “rye,” “bourbon,” “scotch,” “gin,” “rum,” 
or ‘“wine”—all the old evils would be back today. List 
prices and mark-ups would mean nothing. The whole 
industry would be in a state of chaos. 


So in spending millions in the past 10 years on 
brand advertising, Mr. Liquor Retailer, the liquor 
industry has consistently protected your profits. 


* * *£ K 


— 


's continue, for a moment longer, to think about 
10 years since Repeal. 


oad 


Sure, the industry has had its ups and downs. Prob- 
len after problem has arisen. The Drys. Taxes. 
Local price wars. Wheeling-and-dealing. Stupid 

street retailing methods and juke-joint merchan- 


ng that did the whole industry more harm than 
od. 


t the trend was steadily upward. Courageously, 
istructively, America’s distillers kept their house 
order. And in so doing, they helped keep you, 


r. Liquor Retailer, in business. 


IN BRAND 


Then the war. The problems you thought were mon- 
umental became fleabites compared with what started 
to happen the moment the first bomb dropped on 
Pearl Harbor. Alcohol conversion. Shrinking stocks. 
Public demand up 100% — 150% — 200% and still 
going up. New taxes. More new taxes. Trade and 
public hoarding. Finally the haymaker .. . rationing. 


* * * *F 


Now turn your eyes away from your own industry 
for a moment, and look at what other industries are 
up against. 


In food, in drugs, in automobiles, in home appliances, 
in men’s and women’s clothing, in shoes and stock- 
ings, in cosmetics, one of two things is happening: 
(a) some manufacturers have pulled in their horns, 
and left their trade to shift pretty much for itself, 
(b) other manufacturers, even with little or no goods 
to sell, are continuing courageously to advertise, 


as if they had all the goods in the world. 


Why do certain manufacturers in food, drugs, cos- 
metics and other lines continue to advertise their 
brands, in spite of having little or nothing to sell? 


Here’s the answer: These farsighted manufacturers 
realize that America is here to stay. That even 
though their factories are shut down or converted 
to war production, the necessity of keeping markets 
open for postwar reconversion is vital. They know 
that once they lose these markets, they will never 
get them back. And markets are not merely con- 
sumer markets, they include “the trade.” 


Recently 300 manufacturers were asked point-blank 
why they were continuing brand advertising despite 
rationing, shortages and in some cases complete war 
conversion. “To preserve brand names” and “protect 
dealer relations” were the first 2 answers. 


Yet we know, and you know, and every one in the 


industry knows, that time after time, bar and 


package-store operators have been yelling their 


labels of yours, when you can’t fill our orders? 


Cut it out, and give us something to sell!” 


We are perhaps closer to the trade than any other 
similar group in the industry. And we say to you, 
Mr. Liquor Retailer, that by taking this attitude you 
are actually “Cutting your own throat.” These cour- 


ageous distillers who are continuing brand advertis- 


ADVERTISING ! 


ing are actually rendering you a great and vital 
service. For this brand advertising, which will 


keep your customers protected against the threat 
of chaotic postwar conditions in the industry, is 
the best “insurance policy’’ you could possibly 
have to protect your profits too. 


It is not our purpose to lecture. It is not our pur- 
pose to scold. We know what you are up against, 
when customer after customer comes in for his 
favorite brand and you have to tell him you are “out 
of stock.” 


But why blame that on the distiller, who has patri- 
otically turned over his entire plant for production 
of commercial alcohol? Why blame it on the war, 
when the whole Army and Navy can’t stop the war 
overnight? And why blame the distiller because he 
continues to advertise his brand, when after all, he’s 
protecting you? By-and-large, the liquor trade is 
getting one of the best breaks in all American busi- 
ness—because your “manufacturers” have common- 
sense enough, foresight enough, to realize that the 
end of the war is coming some day, and that you 
retailers have got to be kept in business for the time 
when the whistles blow and Peace returns to the 
world. 


We who publish Liquor Store & Dispenser are in 
business to serve the retail liquor trade—the bar and 
package-store operators of America. We want to 
see you stay in business. And we know—yes, know 
—that continued brand advertising, more than any 
other one factor, will keep your markets alive for 
postwar prosperity. 


IM@UOR 


STORE & DISPENSER 


205 East 42nd St., New York, N. Y. 
333 North Michigan Ave., Chicago, IIL. 
Duncan A. Scott & Co., San Francisco, Calif. 


NOTE: Distillers and distributors who wish reprints of this 
advertisement for use in offices or on bulletin boards, may 
obtain them by writing on their own letterhead. A special 
presentation, dealing with the entire problem of brand ad- 
vertising, is available for personal presentation to distilling 
organizations and their advertising agencies. Our represen- 
tative will be glad to call upon you and exhibit this presenta- 
tion without any obligation whatever. 


rn tn 
dE ABOVE ADVERTISEMENT, an act of leadership to help offset a widespread and erroneous impression on the part of the liquor trade, appears in 


e October issue of Liquor Store & Dispenser. It is published in this issue of Advertising Age for the benefit of top executives in the distilling industry and 
eir advertising agencies. We shall be glad to mail reprints on request. A complete presentation, setting forth Liquor Store & Dispenser’s stand on this vital 


ibject of continued brand advertising, may be seen on appointment, without obligation. 


* Conover-Mast Publication. 


Please telephone any of our offices listed above. 


Liquor Store & D isperse 
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N. Y. Advertisers 


Pass Million Mark 
in Bond Drive 


New York, Sept. 28.—Advertising 
in New York City newspapers 
backing the 3rd War Loan drive 
passed the $1,000,000 mark on Sept. 
24, compared with approximately 
$300,000 spent during the 2nd War 
Loan drive in April, according to 
Arthur DeBebian, general chairman 
of the advertising division of the 
New York War Finance Committee. 

A total of 467 individual adver- 
tisers have already published ad- 
vertisements in New York’s news- 


s % 
is > 
csi * 


| STANDARD | 


STUDIOS INC. 


540 N. MICHIGAN AVE. » CHICAGO 


WHltehall 5355 


papers, with individual appropria- 
tions ranging from $50 to $28,000. 
This is said to be by far the largest 
newspaper advertising campaign in 
the history of the city for a similar 
period. 

In addition to the newspaper 
drive, about $100,000 is being ex- 
pended by numerous companies in 
outdoor posters. Using New York’s 
advertising response as an index, it 
is estimated that between $8,000,000 
and $10,000,000 are being spent by 
advertisers throughout the nation 
in newspapers alone to back the 
War Loan drive, according to Mr. 
DeBebian. 


Changes ‘E’ Award Policy 


“Under a change in War Depart- 
ment policy, advertising in which 
the only reference to the Army- 
Navy “E” production award in- 
signia is the use of the insignia, 
need not be submitted to the War 
Department bureau of public rela- 
tions by advertisers. This permis- 
sion is contingent upon proper us- 
age of reproductions of the award 
flag and pin in accordance with 
instructions in the Army-Navy pro- 
duction award manual. 


Ronalds Appointed 


Ronalds Advertising Agency, To- 
ronto, has been named to handle 
Canadian advertising for Fellows 
syrup, product of Fellows Medical 
Mfg. Company, New York. 


Detroit Considers 
Handling Own Car, 
Bus Advertising 


Detroit, Sept. 30.— Public con- 
veyance advertising, which had its 
beginnings in Detroit at the hands 
of the late O. J. Mulford, has sud- 
denly come under scrutiny of the 
city’s Street Railway Ccmmission as 
a possible new source of income to 
bolster earnings of the municipally- 
owned street railway and motor bus 
transportation system. 

For 50 years the Michigan Street 
Car Advertising Company has held 
the contract for card advertising 
space in the city’s trolley and bus 
service vehicles, even when the sys- 
tem was privately owned and op- 
erated. Entrance of a newly-or- 
ganized company, which underbid 
the veteran company by $3,500 on a 
five-year contract, focused attention 
of the Street Railway Commission 
on the income-producing elements 
of the business. 

The commission and Mayor Ed- 
ward Jeffries are now investigating 
the possibilities of the system sell- 
ing its own street car and bus ad- 
vertising, a business which, they 
aver, has grossed the Michigan 
Street Car Advertising Company as 
much as $350,000 a year, and, on 
which, net profits run as high as 
$100,000. 


|portation Advertising Company, 


filed its incorporation papers only a 
few days ago. Nominal head of the 
organization is William B. Giles, the 
company’s attorney and secretary. 
John J. Hettche, Detroit Ford dealer 
and chairman of the Michigan state 
board of athletic control, is presi- 
dent. Walter B. Cary, prominent 
insurance agent is vice-president. 
The company has authorized capital 
stock of $50,000. 

The new company offered to re- 
turn 56% of the receipts to the mu- 
nicipal system, based on expecta- 
tions of a $350,000 gross return for 
this year, while the Michigan com- 


| pany offered to split the returns 50- 
|50. Street Railway Commissioner 
|L. C. Miriani has consistently op- 
posed letting of the contract, con- 
tending that the municipal system 
should handle the business, although 
it has no sales force to sell the ad- 
vertising. 


J-M Appoints Bates 

Harold D. Bates has been ap- 
pointed assistant sales promotion 
manager, industrial division, Johns- 
Manville Corporation, succeeding 
E. A. Phoenix, who has been trans- 
ferred to an executive sales post. 


MacNamee Joins Williams 


W. Bruce MacNamee has joined 
Jay Jerome Williams & Associates, 
Washington, D. C., public relations 
counsel. 


The new private company, Trans- 


WHY THIS 
COVERAGE IS IMPORTANT 
FOR YOUR ‘44 ADVERTISING 


Here's a tested plan that assures closer 


contact with your customers and pros- 


pects in the markets you choose — wher- 


ever you have outlets. 


Display your trade mark in selected Class- 


ified telephone directories, listing under it 


the names. addresses. telephone numbers 


of your representatives. Then you make 


it easy for the public to find them. 


As the war goes on people who have your 


product will need to get it serviced. And 


your dealers, with little or no new mer- 


e A ee 


chandise to sell, will need 


business. 


more service 


Why not send now for the new booklet 


telling how Trade Mark Service 


can help to bring your prospects 


and dealers face-to-face? 
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Trade Mark Service Manager 


195 Broadway, New York 7, N. Y. 


Name 


Type of Business 


Address 


City ‘ 
: Postal Unit 


AMERICAN TELEPHONE AND TELEGRAPH COMPANY 


Please send your Trade Mark Service booklet to 


AA4 


. State. 
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REMEMBRANCE THE ive 


SO vm Tiamy TS Ail us 


YARDLEY 


First copy in Yardley's fall campaign fo, 

Bond Street beauty preparations is thi; 

full page scheduled for 14 national 

magazines. N. W. Ayer & Son is the 
agency. 


Inflation Folder 
Available Soon, 
Says Repplier 


New York, Sept. 28.—Entitled 
“Inflation Campaign Folder,’ the 
a underwritten by the As- 
'sociation of Casualty and Surety 
| Executives in cooperation with the 
| National Board of Fire Underwrit- 
|ers is now on the press and wil! be 
|available shortly, T. S. Repplier 
| general manager of the War Adver- 
| tising Council, told the Insurance 
| Advertising Conference at the Hotel 
| Roosevelt here last week. 
| The booklet will be distributed 
through the Association of Nationa] 
| Advertisers, the American Associa- 
|tion of Advertising Agencies, the 
insurance companies, the Office of 
War Information and other agencies 
in connection with the extensive 
anti-inflation campaign which wil! 
| be featured in thousands of news- 
papers in December. 

James C. O’Connor, editor and 
manager of the Fire, Casualty & 
| Surety Bulletins, Cincinnati, pointed 
out to the advertising men some of 
the shortcomings of insurance in 
public relations efforts, saying that 
they must induce the rank and (file 
of the insurance business to revise 
its opinion of itself. 


Armour Offers Booklet 


Armour & Co., Chicago, has of- 
fered readers copies of a new book- 
let, “69 Ration Recipes for Meat,” 
in the latest of its national maga- 
zine advertisements. Full page, 
four-color copy featuring this offer 
appears in October issues of Ameri- 
can Home, Better Homes & Gar- 
dens, Good Housekeeping, Ladies’ 
Home Journal, McCall’s and Wo- 
man’s Home Companion. 


Boyd Joins Mathes 

Robert Boyd, formerly art di- 
rector of C. P. Clark, Inc., Nashv 
agency, has joined the art depor 
ment of J. M. Mathes, Inc., New 
York. 


COLLINS 
MILLER & 
HUTCHINGS 
INC. 


Photo-engravers in Chicago 


| 207 North Michigan Avenue 
| 
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, To Newspaper and Magazine Publishers: 


In answer to many requests as to when space-orders will 
again be released, we are happy to announce - - - SOON 


IT HAS BEEN UTTERLY IMPOSSIBLE FOR US TO KEEP PACE WITH THE DEMANDS MADE UPON US FOR INFORMATION ABOUT "PSYCHIANA"” 
WITHOUT SECURING ADDITIONAL SPACE. SD DR. ROBINSON BOUGHT ANOTHER BUSINESS BLOCK AND WE ARE NOW OPERATING FROM 
TWO LARGE BUILDINGS. OUR ADVERTISING WILL BE SCHEDULED AS SOON AS THE CHANGES HAVE BEEN MADE IN THE FALL 


Eve ry month the 
“‘PSYCHIANA\” litera- 


ture goes into more than 

500,000 
new American homes. 
Truly a remarkable 
zrowth. 


“he above facts tell the story of the Power of the American Press 


“PSYCHIANA’ Inc. 


Additional building from which "PSYCHIANA" now operates 


Or Frans B. Redinson, Eimer Anderson, 
Founder Business Manage: 


“ ” 
PsycHiANA 
WNTCRNATIONAL HEA OQUARTERS 
MOSCOW, IDAHO, U.S.A 


July 26th. 1943 


Mailwell Envelope Co. 
S.B.Seventh at Grant 


In response to your letter asking us what is 
the minimum q uantity of envelopes we can get along with, 
C hat 6 en 


please b dvised t I hav dea a to hold th 
a tot jery mini « Howe athis M ent is grow 
i so fast,t I beli our minimua req ul t 
for th acing yer ill be follow 
M1lli f the permi 
One million 6 9 i 
vi fllion 6¢ rot 


TWO m 6¢ returns 

Two million of the No.10's P.U. 

Kalf a million 64 cummed. 

fteen and one half million envelopes 
oll * year,and we can use them at the rate 
of 1/12th of this number every month. You may,howevor, 
ship tnem as you seo fit. 


May I take this opportunity of thanking you 
4 whict 


for the businesselike and courtvous manner i i 
our needs have been taken care of over the past fifteen 
I se You will recall that our first order was for 
OO envelopes,and we thought that was a large order. 
Very sincerely vonrs, , 
Bret oe 
FRANK 8.RO8I..S0i 


MOSCOW, IDAHO 


{ 


In the month of July, 
1943, 40% of the 
total receipts of the 
Moscow Post Office 
were paid by the 
“PSYCHIANA  corpo- 


ration. 


The only religion in the world built by paid black and white advertising 
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small towns and on farms to buy 
at or close to home, the survey 
reveals. 

“Soon after Pearl Harbor, West- 


THE ONLY SINGLE 
100% PREPAID 


— (ABC-ABP) 


~ PUBLICATION © 
REACHING THESE 
_ BUYERS _ 

| TRAFFIC 
E WORLD | 


@ TRANSPORTATION 
AND DISTRIBUTION 


Rail, motor transport, water and air 
freight carriers, ports, warehouses, 
freight forwarders, etc. 


© CARRIER EQUIPMENT 


Freight engines, switchers, freight cars 
and allied equipment; highway trucks, 
trailers and allied automotive equip- 
ment, etc. 


@ HANDLING AND LOADING 


Industrial trucks and tractors, lifts, con- 
veyors, tarpaulins, steel strapping, etc. 


@ PACKING AND SHIPPING 


Containers, adhesives, sealing tapes, 
sealers, bags, wrapping paper, tape- 
dispensers, paper shredders, boxes, 
steel strapping, wire tying, stitchers, 
staplers, etc. 


@ FREIGHT IDENTIFICATION 


Stencils, labels, tapes, postage meters, 
tags, etc. 


Write today for more detailed informa- 
tion and for FREE 50 page manual "'A 
Guide to Effective Freight Transportation 


How to Pick a Lady’s 


... and make her like it! 


It’s simple and easy and legal - - through SECRETS! 


This magazine has an uncommon knack of getting behind the scenes of 700,000* 


women’s minds. 


WHAT’S THE SECRET OF SECRETS? It's edited in a different-from-usual 


way. It dramatizes everyday life in crisp, complete form without a wasted word. 


SECRETS pries milady’s pocketbook open painlessly. The typical reader is 


always on the search for new ideas, new things. She’s a wide open prospect for 


anything that will improve her family, her home, or herself. She’s the kind of 


lady who has the gumption to keep things humming on the home front. 


HOW DO WE KNOW? Our advertisers test it, it pays out, and then they keep it 
on their lists year after year. Their products run the whole gamut of women’s self- 


improvement items. And they spent 76% 


more in SECRETS this year than last year. 


SECRETS readers never had so much 
money of their own to spend as they 
have right now. If you want to get your 
share and make them like it, put your 


story, month in and month out, in 


SECRETS! 


* B.C. average, lst 6 months 1943, 603,370. 
Publisher’s estimate October, 
700,090. Survey just completed shows aver- 
age of 4.18 readers per copy! 


1943 issue, 


i 


erti , 
Users Say it “pulls 


Promotion.” Sales and Advertising Ex- 
ecutives are finding it helpful in pro- 
ducing effective campaigns. 


Let our repre 
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Up Company 
Springs Its First 
National Drive 


(Picture on Page 63) 


st. Louis, Sept. 29.—A series of 
full-color advertisements scheduled 
for October issues of Life, Look and 
The S iturday Evening Post and the 
November Cosmopolitan will launch 
the first national advertising cam- 
paign of 7-Up Company and its bot- 
Oeitlers, themselves, will continue 
to advertise locally, using news- 
papers, outdoor, radio and point-of- 
sale displays in a campaign coor- 
dinated with the national effort. 
The impending national effort was 
revealed last month (AA, Aug. 9). 

Copy throughout the campaign 


will feature the theme, “Fresh Up 
with 7-Up,” and the familiar slogan, 
“you Like It... It Likes You.” 
Included in the magazine program 
will be a series of parallel half 
pages with almost identical illus- 
trations, one of which, without 
company signature or trademark, 
will promote the sale of war bonds, 
while the other features the bever- 
age. Bottlers will use parallel out- 


door of similar design 
locally. 

“We believe it is good business 
to advertise now,” said Ben Wells, 
vice-president, in announcing de- 
tails of the national drive. “The 
campaign will protect the invest- 
ment of our bottlers at a time when 
demand exceeds the supply, and at 
the same time build further brand 
preference for the postwar period.” 

J. Walter Thompson Company, 


Chicago, handles the account. 


Starts Ad Campaign 

Anderson-Little Company, Fall 
River, Mass., manufacturer of men’s 
clothing, has scheduled a newspaper 
campaign for the first time, with the 
largest advertising budget it has yet 
approved. The campaign, handled 
by Bo Bernstein & Co., Providence, 
calls for a fall and spring schedule 
of 1,250-line copy. 


posters 


Joins Magazine Staff 

The Woman’s Home Companion 
has appointed Patricia Lochridge as 
its Washington correspondent. She 
was formerly with Columbia Broad- 
casting System as assistant director 
of special events and recently co- 
ordinator of media for the OWI. 


Griffis Heads OWI 
Motion Picture Bureau 


Stanton Griffis, chairman of the 
executive committee of Paramount 
Pictures, will supervise govern- 
ment-film industry relationships as 
head of the recently curtailed OWI 
motion picture bureau, Palmer Hoyt, 
director of the OWI Domestic 
Branch has announced. 

Mr. Hoyt pointed out that OWI 
will not produce any films under 
its new program, but that Mr. Grif- 
fis will process all requests for mo- 
tion picture cooperation in war 
drives, and at the same time will 
coordinate film production activities 
of government agencies. 


Bristol Names Salzman 


The House of Bristol, Inc., Mil- 
waukee, manufacturer of Bristol 
Red Water wax, has placed its ac- 
count with Hal A. Salzman Asso- 
ciates, New York. Trade and con- 
sumer media will be used. 


Falkner Joins ‘Herald’ 


Paul E. Falkner has joined the ad- 
vertising department of the Herald, 
Halifax, N. S. He was formerly 
with the Press, Timmins, Ont. 


Industry Must 
Create Peacetime 
Jobs, Castle Says 


New York, Sept. 28.—Climaxing a 
series of eight addresses delivered 
in a nationwide tour in which he 
spoke to several thousand members 
of the photographic industry as a 
salesman for proper postwar plan- 
ning, Eugene W. Castle, president, 
Castle Films, Inc., told an audience 
of 800 at the Biltmore Hotel last 
night that “industry has a solemn 
obligation to create jobs in peace- 
time as it has done in war.” 

Saying that “only bad manage- 
ment in government can stop the 
future progress of American busi- 
ness,” Mr. Castle warned that if in- 
dustry fails to accept its responsi- 
bility the government will have to 
attend to it, “and I do not believe 
this can be done and still permit us 
to retain our democracy.” 

Mr. Castle outlined the part pho- 
tography is playing in the war and 
the prospects for the postwar period. 
He urged this country’s active co- 
operation in postwar international 
affairs to prevent a third world war 
in our lifetime, adding, “We will 
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have to make up our minds that we 
can really do our part if we main- 
tain a first-class fighting force per- 
manently.” 


Westinghouse Fetes 
Chicago Ad Men 


Westinghouse Radio Stations, Inc., 
gave a luncheon for about 100 Chi- 
cago ad men Sept. 29, at which 
Robert Bellaire, former manager of 
the UP Tokio Bureau, spoke. 
Westinghouse Radio executives 
present included: Lee B. Wailes, 
general manager; Walter Evans, 
vice-president; P. A. . McDonald, 
sales manager; and W. B. McGill, 
advertising manager. Station rep- 
resentatives of the company present 
were: C. S. Young, manager, and 
C. Herbert Masse, sales manager, 
WBZ-WBZA, Boston; Leslie Joy, 
manager, and John S. de Russey, 
sales manager, KYW, Philadelphia; 
J. E. Baudino, manager, and Frank 
V. Webb, sales manager, KDKA, 
Pittsburgh; J. B. Conley, manager, 
and Paul Mills, sales manager, 
WOWO and WGL, Fort Wayne. 
The luncheon was arranged by 
Oliver Morton, manager of local 
and spot sales of the central divi- 
sion, NBC. 


Gets ‘Look’ Account 


The Wallace Thorsen Organiza- 
tion, New York, public relations 
counsel and advertising agency, has 
been named to handle _ business 
paper advertising and trade public- 
ity for Look. 


“We Can Trace 
New Customers 
to KSO Program” 


—says Baxter Dixon 


With twelve super-markets serving 
Boone, Perry, Newton and Des 
Moines, Thrift-Way is an important 
name in Iowa’s food field. 

On Thrift-Way’s successful use of 
radio advertising, Baxter Dixon, 
general manager, makes this report: 
“The backbone of our sales pro- 
motion is newspaper advertising, 
with dominant space each week in 
the Des Moines Tribune. But, 
nearly three years ago, we decided 
that the right kind of radio adver- 
tising could intensify the effective- 
ness of our entire selling program. 


“After considerable experimenting, 
we selected a quarter-hour show, 
entitled ‘The Gift Man,’ broadcast 
every Friday evening on Station 
KSO. 

“This feature, which has now had 
its fourth 13-week renewal, has be- 
come a basic part of our promo- 
tional effort. Time and again, we 
have seen it increase the movement 
of merchandise, and we can trace 
many new customers to our radio 
advertising.” 
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Agency Offers 


5-Minute Disk 
Program in Ads 


New York, Sept. 28. — Holding 
that many smaller advertisers with 
fairly substantial advertising budg- 
ets are “scared away” from using 
radio because they feel the cost 
would be too prohibitive, the Black- 
stone Company, a small agency 
here handling general advertising 
in all media, has initiated a new 
plan offering advertisers a _ five- 
minute radio program on WJZ for 
$99.50. 

The agency recently began plac- 
ing two-inch insertions in the New 


York Herald Tribune and Times 
calling attention to its offer. The | 
package consists of a five-minute 
transcription “built to your order, 
including all script, AFRA, music 
and production costs,’”’ according to 
the advertisement. The agency is 
concentrating on selling time peri- 
ods between 11:20 and 11:30 a. m. 

When queried by ADVERTISING 
AGE as to how the agency could 
make any money on the deal when 
air time, AFRA and other expenses 
consume almost all of the $99.50, 
Jack Steiner, one of the heads of 
the Blackstone agency, replied that 
the objective is to get small adver- 
tisers started in radio and to show 
them what the medium can produce 


in the way of results. 

As an example, Mr. Steiner cited 
one of his clients, the Brass Rail, 
with restaurants in New York and 
Brooklyn. About two years ago the 
agency induced this company to try 
radio and sold them about $60 worth 
of spots. Last year Brass Rail spent 
between $35,000 and $40,000 on 
radio, finally culminating in pur- 
chase of its first 15-minute show, 
“Moments of Memory,” currently 
heard on WJZ. 

“Of course we don’t expect to 
make any money on the five-minute 
offer,” Mr. Steiner said, “but if by 
this means we are able eventually 
to build up the advertiser to the 
point where he is sold on radio by 


crease his expenditure on that me- | 


dium, as with the Brass Rail, 
will be more than satisfied.” 


we 


Hauser Succeeds Avery 


Mary Hauser, for nine years 
assistant to Frank B. Avery, radio 
time buyer and space buyer ot 
Arthur Meyerhoff & Co., Chicago, 
has succeeded him as head of that 
department. Mr. Avery is now mer- 
chandising director and a member 
of the contact staff. 


Carey on Tex.-Okla. Net 


Carey Salt Company, Hutchinson, 
Kan., has begun sponsorship of a 
15-minute musical-variety strip, 
“Dixie Boy Jordan and His Dinner 
Bell Gang,” heard at noon, Mondays 
through Fridays, over Stations 
KOMA, Oklahoma City; KTUL, 
Tulsa, and KWFT, Wichita Falls, 
Tex. 


Inaugurates New Program 


United Air Lines has launched a 
new advertising program on the 
theme, “Partners in the Progress of 
the Pacific Coast,” in 43 newspapers 
in 24 Pacific Coast cities. Six-col- 
umn advertisements tell the story 
of United Air Lines’ pioneering and 
development and indicate postwar 
expansion of air transportation on 
the West Coast. N. W. Ayer & Son 


reason of results and ready to in- 


is the agency. 


You could tie your four-in-hand in the dark just as easily as in 
front of your mirror because that simple action has 
become an ingrained habit. 


Habit is an important factor in radio, too. For more 
than eighteen years, the people of this area have 
habitually turned to WTIC for the best in entertain- 
ment, the latest news, and the foremost educational 
features. That explains why so many advertisers use 
WTIC to sell this wealthy Southern New England 
Market. 


Connecticut, 


Put part of your 
WTIC. Get into 
Having heard a sales message, WTIC listeners have 


the buying power to translate sales suggestion 
into sales action. 


In the seventeen counties in 


Massachusetts, New York, Vermont 
and New Hampshire covered by WTIC, the per 
family effective buying income is more than 50% 
greater than the average for the entire United States. 


next appropriation to work on 
the habit of getting results in 


Southern New England. 


IN SOUTHERN NEW ENGLAND 
PEOPLE ARE IN THE Aatet OF LISTENING TO WTIC 


DIRECT ROUTE TO AMERICA’S: NO. 1 =—_ 


Advertising Age, October 4 94. 


NEW TOWER GETS A START 


tn 


transmitter. 


turns the first shovelful of earth at Lodi, 


oa bas oe 


John McNeil, manager of WJZ, key station of the Blue Network in New York, 


N. J., for the construction of a new 


Left to right are: Phillips Carlin, vice-president in charge of pro. 
grams of the Blue; Mark Woods, Blue president; Mr. McNeil; Mayor Joseph 
Luna of Lodi; and Keith Kiggins, vice-president i in charge of stations of the Blue 
Networ 


Johns-Manville 
Head Sees Peril 


of Postwar Boom 


New York, Sept. 28.—Wartime 
restrictions on production of con- 
sumer merchandise have built up 
huge accumulated shortages that 
must be supplied and this, together 
with the tremendous task of recon- 
verting to peacetime production, 
will make for “the danger of an 
immediate postwar boom, rather 
than a depression,” Lewis H. Brown, 
president, Johns-Manville Corpora- 
tion, predicted at a dinner following 
the close of the 24th annual meet- 
ing of the American Trade Associa- 
tion Executives here last week. 

“Our problem will be to prevent 
a disastrous runaway which could, 
if allowed to go uncontrolled, lead 


to an eventual depression,” Mr. 
Brown told his listeners. 
Such a boom, however, would 


guarantee full employment in the 
immediate postwar period and un- 
employment would be practically 
nonexistent, Mr. Brown said. He 
held no brief for predictions that 
the nation faces the problem of 
having 35,000,000 unemployed after 
the war. 


Issues Service Manual 


As part of its wartime service 
plan to keep electrical appliances in 
use as long as possible, Philco Cor- 
poration, Philadelphia, has issued to 
its dealers and distributors a new 
service manual in which is assem- 
bled all Philco service information 
issued to date. The material has 
been rewritten in concise style, and 
includes the latest procedures for 
servicing and repair of Philco re- 
frigerators. 


Named NAS Manager 


Elwood R. Williams, manager of 
the San Francisco office of the Cali- 
fornia Newspaper Publishers Asso- 
ciation, has been named San Fran- 
cisco manager of the Newspaper 
Advertising Service, subsidiary of 
CNPA and the National Editorial 
Association. 


Brooks Clothing 
Gives ‘Money’ 


as Advertisement 


New York, Sept. 28.—With news- 
papers crowded for advertising 
space due to the paper shortage, 
Ted Brooks Clothing Company, New 
York, has embarked upon a unique 
promotion campaign giving to pros- 
pective customers for use in pur- 
chasing the money that ordinarily 
would have gone into newspaper 
advertisements. 

The company hopes to sell $50,- 
000 worth of apparel within the 
next 30 days. Prices of goods on 
sale have also been cut 20% as an 
extra enducement for the sale, which 
was necessitated by OPA regula- 
tions concerning stock control. 

Where formerly such a promo- 
tional device would have aroused 
ill-feeling, the present campaign 
will help relieve the pressure for 
space in the papers, the store be- 
lieves. With newsprint supplies cut 
sharply, space is limited to regular 
advertising and extra sales promo- 
tion is sometimes impossible. 


WOW Asks Approval 
of KGNF Purchase 


Station WOW, Omaha, has pur- 
chased KGNF, North Platte, Neb 
subject to approval by the FTC. 
John J. Gillin Jr., president of 
WOW, Inc., who filed the applica- 
tion for transfer, said WOW is seek- 
ing to change KGNF from a day- 
time outlet, on 1,460 kilocycles, to 
full day-night operation on 1,240 
kilocycles, with an NBC network 
affiliation. 

Station KGNF was established in 
1930 and has been operated since 
that time by the Great Plains 
Broadcasting Company, of which 
W. I. LeBarron is president. 


NCBS Moves Offices 


The North Central Broadcas‘ ng 
System has moved its execui ve 


offices from the Commodore Ho el, 
St. Paul, to the First National Benk 
building. 
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Cigar Makers 
Insist on Keeping 
Brand Names Alive 


Continued from Page 1) 


price’ cigars is Bayuk’s second cam-; 

paign for its De-Luxe Phillies, 
jauncned last May after two and 
one-half years of testing in various 
mark’ s, This campaign broke in 
“0-live newspaper advertisements 
in a number of key cities in the 
fast and also used cut-in announce- 
ments on Cal Tinney’s broadcast, 
stressing larger cigars by Bayuk in 
an eflort to obtain a bigger share of 
the public’s increased tobacco 
money. 

The company made no mention of 
its re gular six-cent size, since the 
supp!y was oversold and dealers in- 
stituted a voluntary rationing sys- 
tem. 


Denies Curtailment . — 


Following a report to the effect 
that Bayuk was discontinuing the 
manufacture of six-cent Phillies, A. 
Joseph Newman, president, denied 
this flatly and said the output on 
Phillies is within 5% of 1941 pro- 
duction. 

In August Bayuk began another 
campaign for its extra-size Philly 
using a series of 800-line news- 
paper advertisements in selected 
markets. Headlines tied in its ex- 
tra-size theme with comparisons to 
a “thick juicy steak,” an “aircraft 
carrier,” etc. 

Last year Bayuk spent about 
$1,000,000 for advertising, most of 
which went into radio. There has 
been no appreciable lessening in 
this year’s expenditure, and ‘plans 
for 1944 are dependent on condi- 
tions. 

“Our production this year is 
within 5% of last year’s total cigar 
output,” said E. M. Hirst, Bayuk 
advertising manager, “which is good 
considering present conditions.” 

Mr. Hirst also explained the com- 
pany’s production is being hard hit 
by loss of Manufacturing personnel. 
Philadelphia, 
handles the Bayuk account. 


Continues Campaign 


Waitt & Bond, New York, just as 
every other cigar manufacturer, is 
very much oversold, but will con- 
tinue its magazine campaign in 
Life, Time and The Saturday Eve- 
ning Post, in addition to newspa- 
pers. Last year the company spent 
more than $150,000 in newspapers 
and magazines for its Blackstone 
eens, and the cheaper Yankee 
Dranc 

The advertising budget this year 
has not been reduced, said an in- 
formed spokesman, and the old- 
established brand names will be 
kept before the public in the same 
media on no lesser scale next year. 

The company introduced the 
Yankee cigar in April, 1933, in New 
York and New England cities, at 
a time when all cigar manufactur- 
ers were running highly competitive 
copy to corral the market on nickel 
sellers, In contrast to today’s 
strictly institutional cigar copy, ad- 
ver\ising for the new Yankee cigar 
offered five cigars for one cent in 
Connection with a purchase of five 
Cigars for 25 cents (AA, July, 1940). 

April, 1941, the company 
hed a new ten- cent Blackstone 
Londres Extra, using a monthly 
Ce cartoon in Life and Time in 
acc'tion to weekly insertions in 23 
he spapers (AA, April ’41). 


Rations Jobbers 


h the armed forces taking a 
’ proportion of its cigar output, 
& Bond has long since insti- 

a “fair distribution” plan, 
eby it rations cigars to jobbers 
ie basis of past business with 
ympany, attempting to allocate 


its available supplies fairly and 


‘| equitably. Batten, Barton, Durstine 


& Osborn handles the account. 

Webster - Eisenlohr, New York, 
which recently’ launched a new 
campaign in four-color pages in Life 
and The Saturday Evening Post 
through N. W. Ayer & Son (AA, 
Sept. °43) has cut its advertising 
appropriation in half, according to 

A. W. Davies, vice-president in 
charge of sales. Last year the com- 
pany spent close to $96,000. 

“We're advertising in magazines 

to*keep the name alive,’ Mr. Davies 
told ADVERTISING AGE. “We have 
about five orders for every cigar 
made, and with the manpower situ- 
ation becoming more acute, we have 
curtailed production of cheaper 
brands in order to transfer workers 
to higher priced brands. Produc- 
tion on Cinco cigars was stopped 
early in the year.” 

Mr. Davies said that one reason 


for the drastic cut in the company’s 
advertising appropriation is due to 
a feeling that advertising only 
serves to irritate Webster dealers 
and distributors who must continu- 
ally turn down customers coming 
in and requesting advertised brands. 


May Drop Websterette 


“Even if we had every machine 
going we couldn’t begin to supply 
the demands of the armed services 
and civilians alike. The only six- 
cent cigar now being made is the 
Websterette, and if manpower 
drains keep up even this will go,” 
said Mr. Davies. 

Back in 1936, E. Regensburg & 
Sons placed a campaign which was 
looked upon as the first straightfor- 
ward attempt made by a cigar man- 
ufacturer to woo smokers away 
from cigarets. Promoting its line of 
Admiration cigars, the campaign 
featured a new copy technique say- 


ing “Attention, cigaret smokers! 
Light an Admiration- Epicure or 
Cabinet and discover that you can 
really inhale a cigar,” (AA, Feb. 
36). 

Admiration is the only cigar ac- 
count in tne country which has been 
running sustained copy 52 weeks a 


year, a policy which it has main-| 
tained for more than 20 years, | 
according to Rose- Martin, New| 


York, agency for the account. For 
the last two years all Admiration 
advertisements have been featuring 
various war messages in coopera- 
tion with the government and the 
War Advertising Council. 


Spends Same Amount 


Consolidated Cigar Corporation, 
New York, whose expenditure in 
newspapers last year approximated 
$115,000 in addition to use of spot 
radio, has also maintained its sched- 
ules with few changes in its appro- 
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|priation this year. 

| As with other members in the 
cigar industry, Consolidated is 
'greatly oversold and continues its 
|campaign chiefly to keep the Dutch 
|Masters name before the public, a 
ibrand it has promoted through the 
years. 

The company also makes Har- 
vesters, which in the past came in 
for heavy promotion, but along with 
several other brands, Consolidated 
|has done very little advertising on 


2a Show 


for a brand-new, open-end 
detective mystery serial. 


XOGRAM WORRIES DISSOLVE 
when you buy AIRPAK’S 


“QUIET, PLEASE!" 


} @ top show for a bottom pricel 


~ . 

~arl Euloah Riblet, Jr. 
‘oom 532 at 53 West Jackson Blvd. 
Chicago—Phone STATE 2275 


We'll keep going as long 


VE years ago, the Country Jour- 

nal went on the KMOX air. It was 
written for the 500,000 farm people 
in our 78 county primary area. 

The show began to break all-time 
mail records. And it should have. It is 
built around personalities who are 
record-breakers. For instance: 

Pappy Cheshire and his Hillbilly 
Champions: They have received over 
250,000 pieces of mail since they 
started singing their way down the 
KMOX air lanes. 

Charles Stookey, KMOX and CBS 
Farm Reporter: A while back he got 
80,000 letters from farmers in l month. 

Cousin Emmy and Her Kinfolk: A 
few months ago, when they offered 
their pictures, 16,354 letters came in 
four weeks. 

Sponsors get the same kind of re- 


sponse. Kerr Glass offered canning 
advice to those who wrote in. A thou- 
sand letters a week asked for it. 
There are two basic reasons for this 
consistent record: First -KMOX has 
long been the favorite station for rural 
Mid-America (as it is for urban St. 
Louis) . Folks listen, believe, respond. 
Second—the Country Journal is the 
kind of program that sparks response. 
Good entertainment. (So good that 
Pappy regularly takes time off for 
making pictures in Hollywood) .Good 
service. (Charles Stookey has won 
nationwide recognition for his farm 
reporting—on KMOX and, coast to 
coast, on CBS). Good timing. (The 
Country Journal uses news from AP, 
UP, CBS, PA’—to bring to our listeners 
the first news of the day—an hour and 
a half before any other St. Louis sta- 


Represented by Radio Sales, the SPOT Broadcasting Division of CBS 


as the postman does... 


tion broadcasts the news! ) 

The KMOX Country Journal is on 
the air every weekday morning from 
5:30 to 7:00 a.m. Through these 
ninety minutes the Country Journal 
brings to KMOX more rural listeners 
than are tuned to all other St. Louis 
stations combined. Participations are 
not only desirable but available. Ask 
us or Radio Sales. 


The Voice-of ST LOWS 
50,000 watts 
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these so as to concentrate on Dutch 
Masters. 
However, the same company is 
currently running a_ substantial 
newspaper schedule for El Producto, 
which it acquired some time ago 
from Grabosky Brothers. The cam- 
paign carries a military theme, with 
copy saying “The mildness and dis- 
tinctive taste that make El] Producto 
the standard of high-grade cigar 
quality find great favor with the 
boys in uniform—which is one rea- 
son why you cannot always get your 
pet shape when you ask for it.” 
Erwin, Wasey & Co., New York, 
handles advertising for Dutch Mas- 
ters; Aitkin - Kynett, Philadelphia, 
places the El Producto campaign. 


Can’t Meet Demand 


“We're in the same boat as all 
manufacturers of legitimate merch- 
andise,” said Herbert Weil, secretary 
and treasurer of D. Emil Klein Com- 
pany, New York, manufacturer of 
Haddon Hall cigars. “We can’t be- 
gin to take care of the demand.” 

Mr. Weil told ADVERTISING AGE 
that the company has every inten- 
tion of maintaining the Haddon Hall 
name as it is currently doing via 
daily newspaper insertions, a name 
that has been established by high 
frequency advertisements over a 
“period of years, and which has built 
up a notable following for the prod- 
uct. E. T. Howard Company is the 


ncy. 

“If our production could be mul- 
tiplied ten-fold we couldn’t meet the 
demand,” asserted Joseph L. Blum, 


First Choice 

of management men 
for business news in the 
. nation’s greatest industrial 
area ‘~ | the Central West 


secretary and treasurer of Harry 
Blum’s Natural Bloom, New York, 
adding that “our figures indicate we 
are supplying more cigars this year 
than in 1942.” 


Votes Biggest Budget 


Mr. Blum told ADVERTISING AGE 
his company will launch a 13-week 
campaign in New York and north- 
ern New Jersey newspapers begin- 
ning the second week in October, 
involving an outlay of $10,000, larg- 
est budget in the company’s history 
for a limited campaign. 

The new campaign, which will be 
placed through Lester Harrison As- 
sociates, New York, will be keyed to 
a military motif. The company is 
also planning a radio program. 

“We haven’t accepted any new 
accounts since the first of the year 
and demands for stock from all over 
the country are ignored,” according 
to Henri Fernandez, general man- 
ager, A. Santaella & Co., one of the 
oldest cigar manufacturers in the 
business. 

Shortage of labor has resulted in 
the company’s abandoning produc- 
tion of one of its outstanding nickel 
sellers, Optimo Dolls. Mr. Fernandez 
declared workers refuse to make the 
cheaper cigars on the ground that 
they earn more when making more 
expensive cigars. 


Uses No Copy 
r Com- 


American Cigarette & Ciga 
pany, a subsidiary of American To- 
bacco Company, has done no cigar 
advertising for the past year and a 
half. The company makes Antonio 
& Cleopatra, Bock, La Corona, M. G. 
Alonzo, La Carolina and other 
brands. 

The company’s two plants are lo- 
cated in defense areas and the labor 
situation is becoming increasingly 
critical. Consequently, the firm has 
eliminated numerous sizes to 
“streamline” its brands and concen- 
trate on a smaller number of sizes. 

Gone are the days of highly com- 
petitive cigar advertising such as 
this company placed in 1936 when it 
conducted a unique sampling drive 
for its Antonio & Cleopatra brand. 
Newspaper insertions carried a dig- 
nified letter signed by the company’s 
president, George W. Hill. Readers 
were urged to clip the letter and 


present it to their retailer who 


‘BE A MARINE—FREE A MARINE TO FIGHT' 
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A series of three full-page newspaper advertisements for the Marine Corps 

women's reserve are approved by the public relations section, central procure- 

ment section. Left to right are: Sgt. Florence Bailey; Paul Keenan, Blackett- 

Sample-Hummert, agency in charge; Maj. J. V. Sandberg, public relations officer; 
and Andrew Armstrong, B-S-H art director. 


” 


would present them with two 2 for 
25 cent cigars, “no strings attached.” 
The company’s salesmen would call 
on retailers and collect the letters, 
for which dealers would be paid 25 
cents each. 


Makes Gillette Tie-up 


Back in 1937 American Tobacco 
tied in a combination offer with Gil- 
lette Safety Razor Company offering 
three Cremo cigars aud four Probak 
Jr. razor blades for 15 cents, nor- 
mally a 20-cent deal. The combina- 
tion offer was made _ available 
through 500,000 cigar outlets 
through a “60-day period and was 
given heavy promotion in news- 
papers. (About that same time Segal 
Safety Razor Corporation and John 
H. Swisher & Son Company also got 
together on a combination offer of 
Segal blades and King Edward 
Cigars.) 

American Tobacco stopped pro- 


duction early this year on Cremo 
cigars in addition to temporarily 
discontinuing Geo. W. Childs and 
Chancellor brands. In 1939 the com- 
pany spent more than $167,000 in 
radio for El Roi Tan, a _ six-cent 
seller, after which advertising was 
limited to point-of-sale promotion. 

The company eliminated other 
brands to concentrate its available 
labor on El Roi Tan, and also con- 
tinues manufacture of Golfers, a 2- 
for-five cent seller. A good percent- 
age of both is going to the armed 
forces, with distributors taken care 
of on a pro rata basis. Foote, Cone 
& Belding handles the American To- 
bacco account. 

“Our policy on advertising re- 
mains the same and we will keep on 
advertising to keep our brand name 
alive,” said D. A. Jenks, vice-presi- 
dent, Congress Cigar Company. Last 
year Congress spent about $58,000 
in newspapers for its La Palina 


ie tes a 
— 


Advertising Age, Octobe. 


1943 
brand. 

“We have long since e); inat 
cheaper brands and disc then 
manufacture of all little cigs...» Me 
Jenks told ADVERTISING A; it 
order to concentrate on L Baling 


exclusively.” 
Used Extensive Campa.) 
In 1941 Congress launche; 


tensive drive for La Palinas new. 
papers in 100 cities, supp). ented 
by radio and car cards. T) cam 
paign was concentrated mid. 


western cities where defens» ppp 
duction boosted payrolls, with 399. 
line newspaper copy a; earin 
weekly. Marschalk & Pratt | indled 
the campaign. 

Grabosky Brothers, Phila ielphia 
maker of Amerada and Royalig, 
brands, have signified their inten. 
tion to enlarge their ady rtising 
program so that the brands wi!) pe. 
come even more firmly esta! lished 
with cigar smokers, “to the end that 
when peace comes and Production 
facilities are once more on an ‘aj. 
out’ basis, that acceptance wil] p,- 
definite and can be fully utilizeq” 
according to Harry Feigenbaum 
Harry Feigenbaum Advertising 
Agency, handling the Grabosky ac. 
count. 

The company’s current advertis. 
ing is concentrated on its Royalist 
brand, since production of Amerada 
has been discontinued. Mr. Feigep. 
baum said the company decided to 
discontinue making Amerada {for 
the duration when it “became con. 
vinced that it is currently impos. 
sible to maintain the quality stanq. 


| Industrial Marketing 
MAN WANTED 


New York agency seeks fully seasoned 
draft-free industrial marketing man to 
act as agency marketing expert and to | 
handle market survey work. Will furnish 
free office space and other facilities, 
and pay for work on job basis. If in- 
terested, give full details regarding ex- 
perience, age, etc. Address Box 4334, 
Advertising Age, 330 W. 42nd St., New 
York City. 


yesterday’s data may well be hopelessly obsolete. 
The vitamin content of new products, the enrichment or fortification 


of old products: these are problems toward which you should be making 


data up to the minute 


Are you really 
up to the minute 
about vitamins ? 


Ir you work on food and drug advertising, you’d better have your vitamin 


a contribution. Have your facts straight. 


For instance, Vitamin A. Get and study and pass along the facts about 
what we believe to be the finest vitamin A concentrate available. 
Distilled Vitamin A Esters* is the name. This concentrate of vitamin A 


in the natural Ester form is produced by molecular distillation in high 


ree a ee #5 
5 Laer hat we 
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and because of the rapid progress in this field, 


advantages. 


vacuum, a process which gives the resulting concentrate several unique 


Distilled Vitamin A Concentrate in the natural Ester form is scientific- 


ally uniform in quality, high in potency, two to ten times more stable in 


heat, light, and air than any other commercial concentrate we have tested. 


Exceptionally bland, this vitamin A does not impart taste or odor to foods 


or pharmaceuticals. 


*Protected by U.S. product patent No. 2,205,925 and more than 50 process patents. 


LLATION PRODUCTS, INC. 


‘DISTI 


755 RIDGE ROAD WEST, ROCHESTER, NEW YORK 


. ae: - gent: : . 
I Commodities Division, General Mills, Inc., Minneapolis, 


“Hil-Soluble-Vitamin Headquarters”. | 


Write for our new illustrated brochure, “The Story of Vitamin A Esters.” 
Get complete information and performance data for your technical men. 


Bring yourself really up to the minute about vitamin A. 
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COULD YOU? 


fad «sat pipe smoker would pass up a blend of 5 
gach verfections as this? fsn’t it worth 15¢ to try? 


REVEL ATION — as deleceable a Just try this blend of mary per 
or ever you snuked’ Five  fectioms Cant burning Borles 
gree 28 superb!) and rrofy frusey Carding spicy Vig 
bie dca 5 deferemt were fine, trayrant Perique ... spark 

‘ » from each whence the ting Lassie. Man —you can't do 
pees s vont and flavor hewer then Rewea atone 


FIVE GREAT 
TOBACCOS. 


Cul 5 different ways 
to smoke clean 


NO MORE TIS @eonw 
Ct ee arco “er grea 
Fee 
per “0 
T yo RO Aa 


VA? 


4 Proded of PHILIE “ORES 


i. 


REVELATION /57 


SMOKING MIXTURE 


Philip Morris & Co. turns to the five 
beauty types to attract the masculine 
eye with the caption, “Couldn't you go 
for all five?" tying in with Revelation's 
blend of five tobaccos. Advertisements 
are scheduled to appear once a month 
in full-color half pages in Collier's and 
The Saturday Evening Post. The Biow 
Co. is the agency. 


ards always present in Amerada 
cigars, and rather than compromise 
that quality to meet a price,” pro- 
duction was curtailed. 


Budget Increased 


Mr. Feigenbaum pointed out that 
Royalist advertising has increased 
during 1943 to the point where the 
appropriation for this year will be 
35% above that of 1942. 

The current schedule includes in- 
sertion of 900, 800, 600, and 500 
lines, with the theme of the adver- 
tising dealing with the Grabosky 
family of three generations, and a 
patriotic wartime motif carried in 
other advertisements, pictorializing 
such American institutions as Inde- 
pendence Hall, Statue of Liberty, 
the American Eagle and other sim- 
ilar symbols. The company also 
launched a 15-minute program on 
WMAL, Washington, following oc- 
casional spot use on selected sta- 
tions. 

General Cigar Company is ex- 
pected to launch a new fall cam- 
paign soon for Robert Burns. This 
brand is usually promoted in large- 
space newspaper insertions through- 
out the country, and recently ended 


a spring drive which carried through 
four months. Donahue & Coe is the 
agency 


Last year General Cigar spent 
m than $240,000 for White Owls 
ir vspapers and radio. Raymond 


Claoper is heard on the air in be- 
D »f White Owls, most of which 
gi the armed forces. J. Walter 


Tho .pson Company handles White 
Ow! advertising. 


Continues Promotion 


ther popular brand of General 

C is Van Dyke, a _ six-center, 
advertising budget since 1928 
illed for a yearly expenditure 
re than $200,000. This brand 
erally promoted in the terri- 
west of Chicago, using news- 
and radio. There has not 
any appreciable decrease in 
tion, which is regarded as 
y institutional, since demands 
*> armed services and civilian 


$12,000 in newspaper promotion last 
year. The company also manufac- 
tures one of the old-time brands in 
the cigar field ‘“7-20-4,” (popular 
since 1874) which received an ex- 
penditure last year of approxi- 
mately $7,000. J. P. Cox Advertis- 
ing Agency, Manchester, handles 
the account. 


Lorillard Inactive 


P. Lorillard Company, which in 
past years gave Muriel cigars a sub- 
stantial advertising budget, placed 
but $15,000 for this brand last year, 
while for 1943 the brand has been 
an advertising absentee. 

Indicative of advertisers’ concen- 
tration on higher-priced cigars is a 
recent report by the Cigar Institute 
of America, which shows that more 
higher-priced cigars were smoked 
in the first eleven months of the 
fiscal year than in the same period 
of 1942, 921,453,000 against 605,121,- 
000. As a result, cigar dollar volume 
was higher, although approximately 
the same total of cigars was sold in 
each period. 

Gains in higher-priced cigars were 
not at the expense of other classes, 


according to the Institute, based on 


reports from industry sources, which 
show that military and lend-lease 
buying is heaviest in the lower- 
priced classes. If figures on govern- 
ment purchases were available, the 
Institute suggested, total sales would 
show an impressive increase over 
last year. Domestic sales were 5,- 
553,000,000 in the first 11 months of 
the fiscal year (July, 1942 through 
May, 1943) against 5,570,000,000 in 
the previous corresponding period. 

Cigar people estimate that the 
government has purchased about a 
billion cigars this year. Output last 
year is said to compare with one of 
the greatest production years in 
cigar history, when in 1920 an all- 
time peak of 8,500,000,000 cigars 
were manufactured. Last year more 
than 7,000,000,000 cigars were made. 


Launches Brex Campaign 


Maple Leaf Milling Company, 
Toronto, has scheduled an extensive 
campaign in Canadian newspapers, 
week-end publications, business 
papers, radio and outdoor posters to 
introduce Brex, its new wheat germ 
cereal. Cockfield, Brown & Co., To- 
ronto, is in charge of the account. 


TAB Issues Report 


Outdoor advertising circulation 
has increased between one and two 
per cent, according to a _ report 
issued last week by the Traffic 
Audit Bureau, Inc., New York. The 
report, based on 105 cities, com- 
pares effective outdoor circulation 
values measured in May and June 
of 1943, with prewar audits made 
during the years 1939-1941. Accord- 
ing to the TAB report, 65 cities 
showed an increase in effective cir- 
culation and 36 reported a decrease, 
while 4 remained the same. 


Heads Sales Service 

Fred J. Hertel, since 1940 assist- 
ant credit manager of Wilson Bros., 
Chicago manufacturer of men’s 
wear, has been appointed to the 
newly-created post of sales service 
manager. 


WTAW Joins Blue 


Station WTAW, College Station, 
Tex., has joined the Blue Network 
as a bonus station, bringing the 
ag number of Blue affiliates to 
168. 
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Mutual Committees to 
Meet in New York 


The first conferences of the newly 
formed program, sales and mer- 
chandising and station service com- 
mittees of the Mutual network, 
instituted at the recent directors’ 
meeting, will be inaugurated at the 
Waldorf - Astoria, New York, Oct. 
5-7. Miller McClintock, president 
of Mutual, will preside at all meet- 
ings. 


Price Elected V.P. 


Gwilym A. Price, former presi- 
dent of Peoples-Pittsburgh Trust 
Company, has been elected vice- 
president of Westinghouse Electric 
& Mfg. Company, Pittsburgh. 


"ARE YOU SELLING THEM EFPPECTIVELY? 


. 
¢: You should have counsel 


on how to reach the growing 
$7 Billion Negro Market. Consult —° 


| OUT OF e 
EVERY 10 DAVID }. SULLIVAN 
AMERICANS Negro Market Organization 
Marketing + Advertisin g + Research 


1S A NEGRO 


545 Pifth Avenue + New York, N.Y, 


outlistens 
the nation 


ets are greatly in excess of 
ction. Federal Advertising 
‘y handles the Van Dyke ac- 


neral also manufactures Wm. 
, Which has been promoted in 
in midwestern cities via radio, 
idvertising-wise has been more 
Ss out of the picture this year. 
G. Sullivan, Inc., Manchester, 
» ls currently running a news- 
r Campaign for Dexter’s, a six- 
seller which came in fer about 


The city that 


* When Mr. Hooper picks up his telephone, rings Cleveland homes and asks if 


radio sets are turned on...he gets more “yeses” per hundred calls than he 


averages across the whole country. 


Take the latest seasonal C. E. Hooper ratings. Simple arithmetic reveals that 
Cleveland generally has anywhere from ten to twenty-eight percent more sets-in- 


use than the national average. Break the figures down into almost any period you 
choose, and the story still is the same . . . Sunday afternoon, 27% more... Sunday 
evening, 18% more... Monday thru Friday afternoon, 10% more... Monday 
thru Friday evening, 28% more... Saturday evening, 13% more. 


There are only three stations operating nighttime, four daytime in Cleveland. 
That’s less than the minimum in any of the top seventeen cities surveyed by 
Hooper. Cleveland listening to all “outside”’ stations, even at night, totals only a 
1.2 average Hooper rating. 


So it is that, with less competition, plus the high percentage of sets-in-use, radio 
advertisers get more for their money in Cleveland, the community that goes for 
radio in a big way . . . the city that outlistens the nation! 


BASIC STATION 
COLUMBIA BROADCASTING 


SYSTEM 


G. A. Richards, Pres. . . John. F, Patt, Vice Pres. & Gen. Mer. 
Edward Petry & Company, Inc., National Representative 
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Newsprint Ration 
Troubles Aired 
at SNPA Parley 


(Continued from Page 2) 


at a disadvantage compared with 
other publishers; that if all publica- 
tions had been refused additional 
tonnage, they would have preferred 
to go along on the basis of the cut, 
without appeals; and that it will be 
far better for both publishers and 
advertisers to take the full cuts 
represented by reduced production 
now, instead of using up inventory 
in the fourth quarter and then 
having to take an extremely big 
cut in 1944, as now seems to be 
inevitable. 

Mr. Gaylord said that he believed 
the chief emphasis in discussions of 
the newsprint problem should be 
placed on increasing production. 


Copy Always FITS... 
without bother of counting words! 

Handy card si-plifies copy fitting. 

ter as indicated on 

10-pt. and 12-pt. copy goes line-for-line as 

you type it. Your copy blocks will FIT! Espe- 

cially fine for newspaper work. Money back if 


Merely set 
chart and 8&-pt., 


not pleased. Place one by every typewriter. 
card $1.00. Gordon Smith Advertising 
Service, Liberty Building, Yakima, Wash. 


“The Canadian manufacturers 
don’t seem to want to produce 
more,” he asserted. “All we hear is 
excuses for lack of production. 
They have German and Italian pris- 
oners of war who might be used in 
wood cutting. If the industry were 
very desirous of supplying their 
customers in the United States, the 
Canadian government could work 
with the manufacturers to get labor 
and produce more pulpwood. 

“If they don’t do it, they’ll prob- 
ably put the same kind of squeeze 
on us as in 1919-1921, when news- 
print went to $200 a ton, and we 
were unable to get shipments on 
contracts because the mills were 
selling at higher prices in the spot 
market. It seems to me that the 
newsprint mills aren’t interested in 
increasing production until the 
price gets to $75 a ton. 

“Perhaps our government can 
influence Canadian policies on this 
subject.” 


“Globe” Editorial Read 


Walter C. Johnson, secretary- 
manager of the association, read 
into the record a recent editorial 
of the Toronto Globe & Mail, which 
was highly critical of the newsprint 
situation, and referred to bungling 
of the manpower situation by 
Ottawa. The manufacturers were 
urged to adopt policies which would 
avoid victimizing their best cus- 
tomers, the United States publish- 
ers, who represent Canada’s most 
important export business. 

An important corollary of the 


newsprint shortage was discussion 
of rationing of advertising space. 
While cuts are being generally ap- 
plied, retail advertising is being 
asked to take the biggest shrinkage, 
and national advertising, based on 
flexible insertion schedules, is being 
handled in most cases. Classified is 
being reduced in size, some adver- 
tising omitted from country editions 
and other methods adopted to keep 
newsprint consumption down. 

John F. Tims Jr., New Orleans 
Times-Picayune and States, said that 
beginning in October retail adver- 
tising is being reduced 10% and 
that national advertising is being 
accepted only where the advertiser 
has local distribution or a local 
office or branch. Help wanted ad- 
vertising is being held to 35 lines, 
with a 10-pt. caption. These poli- 
cies may be relaxed if additional 
tonnage, requested on appeal, is 
granted. He added, however, that 
he would prefer not to get the addi- 
tional tonnage if this would force 
a 25% or 30% cut next year. 

Mr. Baker explained that the 
Louisville newspapers are operating 
on a space budget, and that when 
the limit is reached on advertising, 
it is thrown out. Every retail 
account has been told how much 
advertising can be used in the re- 
maining months of the year, and 
none will be permitted to use over 
50% of the total volume in Decem- 
ber. 

Another interesting feature was 
the presentation by J. H. Sawyer 
Jr., of Sawyer-Ferguson-Walker, 


chairman of the new business com- 
mittee of the Chicago Newspaper 
Representatives’ Association, of the 
new presentation developed by the 
committee, “Newspapers Get Ac- 
tion.” He was assisted in the pres- 
entation by R. S. Tincher, of the 
Chicago office of the New York 
News. Mr. Sawyer emphasized the 
progress which has been made in 
discouraging over-aggressive com- 
petitive solicitations. 

Ralph Nicholson, publisher of the 
New Orleans Item, reporting as 
chairman of the public relations 
committee, said that the war had 
strengthened the position of news- 
papers and increased their accept- 
ance by the public. He urged as 
the next step in the public relations 
program of publishers greater at- 
tention to their own employes, who 
should be paid and treated as the 
best in the country. Newspapers 
are generally profitable, he said, 
and some employes, especially in 
the non-mechanical departments, 
fail to share in their prosperity. 

A number of representatives of 
the government were on the pro- 
gram. Palmer Hoyt, director of the 
domestic division of OWI, said that 
its policy in reporting war news 
would be more realistic from now 
on, and that any unpopularity the 
agency has suffered was due to not 
giving the public the full facts. 


War Action Described 


A number of military and naval 
officers gave close-ups of war 
activity and took the publishers 


GENE HEIFFEL Art Director 
G. M. Basrorp Co. Leading 
industrial advertising agency 


zy ffs 
SAYS GENE... 


Have you a copy of the ATF 
Red Book of Types? If not, send 
for one. Also, single page show- 
ings including complete alpha- 
bets of the following and other 
ATF type faces. 


BALLOON 


...and I got it here by combining Brush with Bookman 
Italic...the usual unions have been done to death...but 
this was a sure-fire stopper. A favorite trick of mine is to 
use some well-known, standard body type in a new way, 
and then spotlight it with heads in a modern, sharply con- 
trasting display face. Like Stymie Black with Bodoni Book 
...Grayda with Cheltenham... or Onyx with Caslon 540.” 


TOWER 
Grayde 
STE 


This advertisement is set in Spartan, 
Brush, and Bodoni. 


NCIL 


It’s a good point, Gene, and you ve certainly proved it here. 
And there are many ways you can get that unexpected bril- 
liancy of contrast. ..in weight, by pitting heavy types like 
Spartan and Stymie with a lightface body type...in spirit, 
by laying the swash of the Lydian Cursive or Grayda against 
some conservative face like Garamond or Bulmer. . .in form, 
using a crisp, square Bank Gothic to head text set in a flow- 
ing Scotch, Caslon, Baskerville, or Goudy. No matter what the 
problem, you can solve it best with ATF foundry type faces. 


simeucan 
TYPE FOUNDERS 


200 Elmora Avenue - Elizabeth, New Jersey 
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Closing dates being what they ere, this 
full-page Mack Truck color advertise. 
ment which appeared in The Soturday 
Evening Post Sept. 18 should have been 
impossible. It shows big Macks roaring 
along a Sicilian highway. The explana. 
tion is that noted artist Peter Helck had 
a hunch, and finished his painting incor. 
porating a Sicilian scene the day before 
Gen. Eisenhower made his attack. The 
Mack Truck account is handled by Me. 
Cann-Erickson, New York. 


— 


behind the scenes in explaining 
policy reasons for delays in an- 
nouncing the results of certain mili- 
tary actions. 

George C. Biggers, Atlanta Jour- 
nal, was elected president of the 
association, succeeding Charles P. 
Manship, Baton Rouge State Times 
and Advocate, who was advanced to 
chairman of the board. James E£. 
Chappell, Birmingham News and 
Age-Herald, was reelected treas- 
urer, and Walter C. Johnson was 
reelected secretary-manager. 

Directors, representing each of 
the states in which the association 
is active, include Jack Langhorne, 
Huntsville Times; J. M. Heiskell, . 
Arkansas Gazette, Little Rock; J. M 
Elliott, Florida Times-Union, Jack- 
sonville; H. H. Trotti, Atlanta Con- 
stitution; Lisle Baker Jr., Louisville 
Courier-Journal and Times; J. F 
Tims Jr., New Orleans Times-Pica- 
yune; L. P. Cashman, Vicksburg 
Herald-Post; Frank Daniels, Raleigh 
News and Observer; E. K. Gaylord, 
Daily Oklahoman and Times, Okla- 
homa City; J. M. Blalock, Columbia 
State; E. B. Stahlman, Nashville 
Banner; E. C. Davis, Beaumont 
Enterprise and Journal; Carl B. 
Short, Roanoke Times and World- 
News; and Robert L. Smith, Charles- 
ton Gazette, Charleston, W. Va. 


Harrington Named Editor 


Conover-Mast Corporation, New 
York, has appointed Carl C. Har- 


of 
us 


rington editor of Mill & Factory. ri ¢ 
For the past year, Mr. Harrington ys \ 
has been managing editor. ‘The 
editorship has been unfilled since indica 
the resignation of Hartley W. Bar- of ead 
clay a year ago. Edward J. Cle- er 
ment has joined the staff of Mil! & eatin. 
Factory as associate editor. workil 
from | 
To Kalom Company a the 
Mary S. Raymer, formerly in the . 
charge of men’s wear and spor ing =a 
goods advertising of Goldblatt B:os., 
Chicago, has joined Kalom Com- Hou 
pany, Chicago, as copy superv) or. 
4 
Adds Wax Account i 


Bo Bernstein & Co., Provider e, 
has been appointed to handle adv -r- 
tising for the synthetic wax divis on 
of Warwick Chemical Company, 1 
West Warwick, R. I. 


4 
- Re: 
WANTED “ 
Agricultural Advertising of 
Writer Fe 
Large 4-A advertising agency seeks se* of 
soned writer with genuine experience ° M 
marketing agricultural products. Shou ¢ , 
know how to build and write promotion®! - 


materials for dealers and distributors, *' 
well as consumer advertising. Agricultur®’ 
engineering education desirable. The me" 
sought will have account executive © 
sponsibilities on fast growing farm imp! 
ment line of large manufacturer, © 
located in Chicago area. Salary $5,000 
$10,000, dependent on experience 4 
ability. Agency has record of very |! 
turnover, and seeks man capable of servi’ 
various interests in farm equipment fie 
Live in Ohio. Write fully with samples. 


POSITION SECURING BUREAU (Agency 


331 Madison Avenue, New York 17, New Yo 
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Industry Praises 
Report to Public 


by Southeastern 


Charlotte, N. C., Sept. 29.—An en- 
mysiastic boost from an unexpected 
gurce greeted Southeastern Con- 
¢ruction Company following a re- 
rent large-Sspace advertisement in 
newspapers throughout the South- 
east. Letters to the company dem- 
nstrated that there is a growing 
appre’ iation of the industry’s prob- 
lems, even though no concerted ef- 
fort has yet been made to solve 
7 planning its public relations 
program, Southeastern could not 
overlook the fact that many people 
think the general contractors are 
“getting rich” on government war 
contracts. In a specific effort to 
combat this opinion, Southeastern 
and its agency, Fort & Co., Char- 


this iotte, prepared an advertisement en- 
ise- Mi sitled “A General Contractor Re- 
fay HM ports to the War-Tax Payer.” 

ben Leading off with the statement 
ing MM that “Since you pay the bills, we of 
na. Southeastern think you should know 
ad Mi how we handled your money in 
Or. helping to build the vast and imme- 
pre diate needs for training and housing 
he our ever growing armed forces,” the 
tc. copy went on to point out what the 


company has built, what safeguards 
insure efficient construction, and 
ng how the government and the tax- 


84.6% 


- Hof the copies are 
used by more than 
2 men 


Fae on How important STEEL is 
a 2 + regarded by the com- 

panies it reaches, is best 
indicated by the use which is made 
of each copy. To keep key men posted 
on week-to-week changes in the metal- 
working picture, STEEL is sent around 
from man to man. A recent survey 
of the plants reached by STEEL shows 
the following interesting picture of 
“man coverage.” 


How Copies of STEELare used: 


4.6% used by 1 man 
10.8% used by 2 men 
‘5.3% used by 3 men 
‘4.1% used by 4 men 
14.6% used by 5 men 
49.6% used by 6 or more 


Remember, too, that STEEL, being 
loc:ed upon as “company” property, 
s right on being used regardless 
‘dividual turnover in personnel. 
a complete analysis on how and 
‘-e STEEL is used, see the new 
Mc ket Study available from STEEL'S 
*! esentative. STEEL, Penton Bldg., 
- veland, Ohio. 


' -ENTON 


‘cation 


ae 


The Magazine of 


etalworking & Metalproducing 


payer are protected in regard to 
“profiteering.” The advertisement 
closed with a forecast of the future 
of the construction industry in war- 
time and a reminder that blue prints 
—instead of dreams—would shorten 
the employment lag of demobiliza- 
tion. 

The response from segments of 
the construction industry was sur- 
prising, according to Earle Whitton, 
Southeastern president. A _ large 
building materials manufacturer 
wrote: “I want to congratulate you 
on furnishing the public with a 
statement of this kind.” Another 
supply distributor said: “It was a 
real pleasure to see your advertise- 
ment and I congratulate you upon 
the message you have given the 
public.” A road machinery firm 
wrote: “We note with interest the 
fine statement you had in last Sun- 
day’s paper . . . according to our 
experience, after paying all our 
taxes and being renegotiated, we 
do not believe we will have enough 
left to buy a good, thick steak, even 


if we traded in the black market.” 
Said a competitor: “Such informa- 
tion to the taxpayer is certainly 
‘good business’ for you and for the 
industry as a whole.” 

“While such response to our ad- 
vertising was unexpected, it does 
show that the construction industry 
is keenly alive to its responsibilities 
to and the value of a ‘well informed’ 
public,” said Mr. Whitton. 


Hillman Conserves Paper 


Hillman Periodicals, New York, 
will discontinue publication of Sen- 
sation, effective with the January, 
1944, issue. The January issues of 
the four magazines of the Hillman 
Detective Group will be suspended, 
and the May and June issues of the 
group combined — measures de- 
signed to save approximately 500 
tons of paper, half of which will 
be allocated to the Hillman Women’s 
Group, and the rest kept in reserve 
as a safeguard against future paper 


cuts. 


Joins ‘Modern Hospital’ 
Everett W. Jones, head hospital 
consultant in the 


Hospital, Chicago, as vice-president 
Nov. 1, continuing as a consultant 


part-time basis. 
|leave from Albany Hospital, Al- 


‘Cory Snow Named 


E. Van Noorden Company, Boston, 
onsu _ governmental | manufacturer of 
division of WPB, will join Modern | light, Van Noorden skylight, Vanco 
siphon ventilators, and other sheet 
2 metal products, has appointed Cory 
to WPB on hospital problems on a| Snow, Inc., Boston, to handle its 
Mr. Jones is on | advertising. 


|bany, N. Y., where he has been 
director and assistant secretary of 
the board. 


Shaw Starts Business 


Howard D. Shaw, with Conti- 
nental American Life Insurance 
Company, Wilmington, Del., for the 
past five years, has resigned to de- 
vote full time to his own direct 
mail and publishing service. The 
business entails direct mail con- 
sultation, preparation of letters and 
campaigns, and a parallel publish- 
ing service known as Personal Eco- 
nomics Survey, devoted to personal 
economics subjects. It is located at 
1524 Chestnut St., Philadelphia. 


I eae 
wy” TALK DIRECTLY 


WITH 400,000 
BUSINESS EXECUTIVES 


Choose the 


leader... 


part of their lives. 


Represented by Radio Sales, the 


Mas everyone in Washington knows Janice. Janice Grey. 
She comes from Minnesota but, like thousands of girls, 
she’s now working in Washington. 
More important, she’s a heroine! Heroine of a daytime 
serial —Janice Grey, Washington, D.C. 
It’s a show on WTOP at 3:00 to 3:15 p.m. every weekday. 
Written by WTOP. Cast by WTOP. Produced by WTOP. 
A daytime serial so localized —that so depicts normal just- 
around-the-corner happenings —that it grips the listener's 


imagination: focuses her attention: demands her loyalty. 


show...a proved radio formula, personalized and localized 


for Washington women. It’s aTOP opportunity for an adver- 


tiser wanting to identify himself with Washington families. 


“Janice Grey, Washington, D.C.” is the kind of polished, 


potent, professional radio that has made WTOP so popular. 


It’s one of eight bright new WTOP-created, WTOP- pro- 


duced shows now on the air. 


Janice Grey, Washington, D.C., has all the animation, all 
the suspense, all the heart-throb of good daytime radio. Its 
locale and many of its incidents are so familiar to Washington 
listeners that they might have happened next door (and may- 
be they did). Janice Grey is not just a “character.” She’s a 


person who is sharing the experiences of her listeners. She's 


You ought to make a date with“Janice.” It’s a remarkable 


SPOT Broadcasting Division of CBS 


Small wonder that advertisers invest more money in 


WTOP than in any other Washington radio station! 


WASHINGTON’S 
50,000 Watt Station 
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Success with 
Plastic Molds 


Told by Meredith 


Material Helps Print 
Complete Issues of 

Two Publications 

Des Moines, Sept. 29. — National 


advertisers and agency executives 
showed more than passing interest 


trotypes molded in plastic materials 
instead of the conventional wax. 

The use of such plastic molds is 
expected to be far-reaching in the 
future, and those who have taken 
part in their development believe 
their usage will become nationwide 
in the postwar period. 

The new process was developed 
at the Battelle Memorial Institute, 
Columbus, O., after two and a half 
years of research. The sponsors 
were a group of 11 electrotyping 
firms who formed Printing Plates 
Research, Inc. The development of 
actual production was assigned to 
the Capital City Printing Plate 
Company, Des Moines, which pre- 
viously had proved successfully that 
electrotypes could be made out of a 
portion of iron as well as copper, 


this week in a new wartime de- 
velopment in the printing industry, 
put into actual use by Meredith 
Publishing Company. The entire 
September issues of two Meredith 
publications, Better Homes and 
Gardens and Successful Farming, 


when the copper shortage appeared. 
It is now using some iron plates. 


Includes Four-Color Process 


With the assistance of engineers 
of the Monomelt Company, Minne- 
apolis, Minn., the necessary units 


were printed successfully from elec-| were designed to heat the plastic. 


EYE’ CATCHERS 


66 


at, no GIRLS??” 


ROSPECTIVE subscribers sometimes tell us, “Oh! I thought you had only 
girl pictures.” 


That’s understandable but not exactly the case. We use a lot of girls in our ads 
for two reasons. First: We like them. secoNnp; they pull just about twice as 
many inquiries as men. And that’s what we pay A. A. for—to get people to ask 
for our FREE proof books so we can get right onto their desks and show them 
eye to eye that girls are only a part of the wonderful job EYE*CATCHERS is 
doing for advertisers and advertising agencies. 


A membership in EYE*CATCHERS at only $5 a month means that you have at 
your beck and call a grand, big, New York studio for “special” jobs at special 
prices; all of the hundreds of Powers and Conover models .to € your adver- 
tising class; 10,000 subjects in our files for illustrating promotion problems 
quickly; anda MONTHLY release of 100 new, seasonal, timely photos that rank 
in lighting, pose, pep, and eye-catching appeal with anything you see anywhere. 
If you have a finger in the pie of sales promotion you really ought to know what 
E. C. can do to 

(1) cut your costs 

(2) pep up the pull of your promotions 

(3) smooth out the wrinkles in your forehead 
Write right now for big NEW fall releases and Layout Suggestion Book abso- 


lutely FREE. No obligations. 


a aaa aa iad ae aie i emma maa 


I 
MAIL THIS TODAY 
f EYE*CATCHERS, IN¢ ! 
10 East 38th Street, New York 16 
i Please st s FREE Proof-Books and Layout Suggest Book as per J 
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After experiments, the September 
issues of Better Homes and Gardens 
and Successful Farming were 
printed from electrotypes molded in 
plastic materials, including four- 
color process as well as inside cover 
pages. Plates in multiple were pro- 
duced from a single mold. 

The material used is made from 
a special synthetic resin of the ther- 
moplastic type and requires no 
preparation prior to molding. It is 
cut to proper size, applied to the 
subject to be molded, covered with 
a number of sheets of packing 
paper, put under a special tempera- 
ture heating unit and at the proper 
time placed in the molding press 
for the final impression. The plas- 
tic mold is then removed, given a 
spray of silver for conductivity, and 
placed in the plating tanks for shell 
deposition. The regular procedure 
of electrotyping follows. 


Can Be Reused 


The mold is not distorted by shell 
removal and can be _ resilvered 
without any limitation as to the 
number of shells produced. The 
plastic material softens under heat 
and can be used over and over 
again, the developers contend. Total 
molding time is less than wax 
molding and may be reduced to as 
little as five minutes. After remov- 
ing from the press, the mold re- 
quires no cutting down, flashing 
and building. Two separate pieces 
of material can be placed over a 
halftone and type combination form, 
the edges of the material lapped 
and molded. After this impression, 
the mold shows no evidence of pre- 
vious separation. 

The molds used in the September 


issues of the Meredith publications 
were made from plastic only 20/1000 
thickness, but it was discovered a 
30/1000 thickness was more satis- 
factory because the thinner sheets 
did not raise sufficiently. The plastic 
molds raise and require no build- 
up, as does the wax-mold method. 


The plastic mold does not shrink 
during the molding process, but 
holds to the exact dimensions of the 
pattern, making it possible to pro- 
duce electrotypes more nearly the 
size of the original, another feature 
attractive to advertisers. The light 
pressures used in molding the plas- 
tic permit the molding of forms 
containing type matter and other 
form materials in combination with 
wood-mounted cuts, or process 
plates, without damage to type or 
brass material, and with the ac- 
curacy required for close color 
registration. This is a decided ad- 
vantage over wax molds, its users 
say, since the latter usually are 
not as accurate or as deep as may 
be desired for color registration. 

Sponsors of the process point out 
that agencies in the future will be 
able to forward non-breakable plas- 
tic molds through the mails, in lieu 
of electrotypes or original engrav- 
ings, at a great saving in time and 
cost. Since a mold 12 by 15 inches 
weighs only three ounces, it may be 
shipped first class mail instead of 
by express or air freight. In addi- 
tion, it will not be necessary to send 
forms or original four color half- 
tones to printers, since the plastic 
molds will do the job. 

The plastic molds also may take 
a logical place in book publishing 
plants, where they can be stored 
after first printings. When addi- 
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tional runs are needed, the nolds 
can be brought out and ney Dlates 


made. 
extensive savings, 
point out. 


Publishers of Weeklic: in 
New OWI Advisory Group 


A weekly newspaper a 


This alone may res); 
the de\ 


committee, the fourth medi: grou, 
set up to aid OWI, has been ap. 
pointed by E. Palmer Hoyt, directo, 
of the domestic branch. Prey \oys}y 
Mr. Hoyt had appointed advisory 
committees for daily newsp:per¢ 
radio and magazines. , 
Publishers named to the \ 


newspaper committee are: | 
Hardy, News, Gainesville, Go.: w 
Verne McKinney, Argus, Hil!sboro 
Ore.; D. Howard Moreau, Hunter. 
don County Democrat, Flemington, 
N. J.; M. F. Small, Feather Rive, 
Bulletin, Quincy, Cal.; Desking 
Wells, Leader, Wellington, Tex. 
Orrin R. Taylor, Buckeye, Archbold 
Ohio; Edwin A. Bemis, Independent 
Littleton, Colo.; Bernard E. FE ters, 
Pioneer-Times, Houlton, Me.: w. 
Webb McCall, Isabella County 
Times-News, Mt. Pleasant, Mich: 
Wilbur Peterson, Messenger, Mar- 
shall, Minn.; W. L. Schmitt, Macou- 
pin County Enquirer, Carlinville, 
Ill.; Pete McKechnie, Kiowa County 
Signal, Greensburg, Kan. 


Magna Appoints Hazard 


The Magna Mfg. Company, pro- 
ducer of “‘Magnaflake” metal pow- 
ders and other disintegration-resist- 
|ing materials, has appointed Hazard 
| Advertising Corporation, New York. 


Ubud lonlecs Ke 
“ BOWER 


IN THE SPOKANE AREA 


with corresponding dates in the career 
of Adolf Hitler -- an interesting parallel 


{ Work begins! Dia- 
mond core drills bite 
down to granite foundation, 
| In this same year Hitler 
| becomes the Chancellor of 
Germany. 


pe om 


{ Columbia river 
forced from its bed 
by cofferdams—5300 men at 
work. 
Hitler orders German 
troops to march into the 
Rhineland again. 


19 Contract for con- 
struction of low dam 
awarded—2800 men on job. 
Hitler orders blood purge 


—is named successor to Hin- 
denburg. 


193 Monthly payroll ex- 
ceeds half million 
dollars—world record set in 
cement pouring. 
Hitler negotiates signing of 
treaty with Japan. 


i Grand Coulee proj- 

ect officially author- 

ized by Congress—high dam 
approved. 

Hitler tears up Versaille 

treaty, announces Germany 
will rearm. 


4 Henry Kaiser and 
associates get con- 
tract to complete the dam 
with bid of $34,442,240. 
Hitler claims Austria for 
the Reich. 


adver! ising 
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~ — Skiatron, will undoubtedly pro-, receivers would be provided with, be discussed by a joint meeting of 
. . | foundly influence the future of tele- | key patterns by means of which the | the United Typothetae of America 
- Postwar Planning 'vision. They hold vast significance | received signals are unscrambled | in Indianapolis, Nov. 3. 

. |to the motion picture and radio in-| again so that — ee om ‘ ° e ’ ‘ 

. . dustries. receivers wou e enabled to re- ina’s thoughts on _ industrial 
How Business and Industry Are Preparing “The Skiatron is concerned to | ceive a clear and intelligible pic-| reconstruction after the war are 
for a Peacetime World | offer a solution to the problem of | ture. reflected in a resolution recently 
Edited by RALPH O. McGRAW projecting full size color television|, Commenting on the fact that the| passed by the eleventh plenary ses- 
9) — “~ : ; bem based on the efficient sub-| large electric companies and com-| sion of the Central Executive Com- 
y Motion Picture Television search and development of SCA, | | -active three-color method which|™Uunicatiou systems recently began | mittee and Supervisory Committee 
P HT Become Postwar Reality will answer the need of the enter- | is utilized in all successful processes | xbIOrng the field of Supersonic|of the Kuomintang which would 
) ted large screen television tainment world, as well as the | of color cinematography such as and Skiatron television, Mr. Levey eliminate the fixed restrictions on 
“ Perfected large ; StOh |} home, the church and the school, | : a In | Said: the ratio of foreign capital invest- 

fr motion picture theaters, homes, Sor tte Geftaliinn ‘television ic. | Technicolor and Kodachrome. In Sa on et ge vt h 
f “hools and churches, both in black 8 rae PIC~ | bractice the system is very similar | . phony Vorporation 0 r-|ment in joint enterprises, on the 
y schor ae d natural color. will be tures in any desired size, in black | ¢, motion picture projection tech- | !°4 considers it a high tribute to its| designation of nationality of per- 
. and | ao commmaretathy soon after|@nd white as well as natural color. nique. A theater projectionist can | long and patient pioneering that} sonnel except for the chairman who 

Ver ties cease as a result of basic| “The Skiatron has the same basic! jearn to operate the Scophony pro- | these leading companies now recog- | must be Chinese, and on the finane- 
y wtents issued by the Patent Office | Significance to television as the| jector in a few hours. Actuaily the | 2¢ the importance of the fields in jing of their own enterprises by 
t a ‘shington to Scophony Cor-|Standard motion picture projector) home user will find no more diffi- which SCA is protected by its basic} aliens. The program is in line with 
. Fe ation of America, Arthur Levey,|has to cinematography. No longer| culty in operating his set than a| Patents. e ~~ Sy jo wns pllgace ine development 
, President of SCA, has announced.| will television viewers have to/ modern home radio receiver. The M i ss Mila te ree $i peg ro a beats 
- Bi tne company is associated with| strain their eyes to see boxing,| economy of the apparatus, its sim-| | reaps ill b ‘ er bem gps! + mom as advocated by Dr. Sun Yat- 
, Television Productions, Inc., a sub-| baseball, football, racing, tennis,| plicity and compactness will be a lightle "_ | Oe a b wey hot —_, Pa 
: diary of Paramount Pictures, and| hockey, etc. Instead, the observer} boon to the motion picture theater ng oan bevy Se. Sees The National Ansséiets 'M 
. General Precision Equipment Cor-|now may relax and from an arm-| operator and home user.” water, according to a survey among; the National Association of Man- 
: ee which in turn is associated | chair have a ringside view of thril- | oil heating dealers in selected states ufacturers has reprinted in booklet 
pora Tv) tieth Century-Fox Film| ling events as they actually occur. Subscribers Considered by Fueloil & Oil Heat. Gravity| form a series of seven articles on 
: with tie , | Mr. Levey revealed that SCA en-| Warm air and one-pipe steam run| postwar prospects written by Wil- 
, Th ~—" U. S. patents were is- Praises FCC Aid _gineers are now working to make | ¢!0se in third and fourth places, and | fred Sykes, president, Inland Steel 
: sued as part of the group of patents| “In announcing this new miracle | three-dimensional television a real- ave, + cl hegt - and two-pipe anager’ for = ee ee 
J covering the Skiatron system, a new | of science, I want to express my| ity. Some leaders of the radio in- egy a ~ bag the estimates given | News — a. oe = ~~ 7 ed in 
television projection apparatus ex-|deep appreciation to Chairman/|dustry, Mr. Levey says, have ex-| °Y ‘Me Gealers. newspapers throughout the country. 


nanding Scophony’s basic television 
methods. It was described by Mr. 
Levey as having characteristic fea- 
tures 
raphy by which for the first time 
it will be possible to project a large- 
screen television picture up to full- 
size theater screens 20 feet in 
width or more, with brilliance equal 
to motion picture standards. 

Mr. Levey’s announcement said: 

“This new and revolutionary in- 
vention, which is the work of Dr. 
A. H. Rosenthal, director of re- 


in common with cinematog- | 


James Lawrence Fly of the Federal 
Communications Commission whose 
encouragement to Scophony in the 


tem, in the public interest, as early 
as August, 1940, spurred SCA and 
its scientists to carry forward the 
perfection of Supersonic and Skia- 
tron television. 

“The existence of alternate meth- 
ods dissipates the menace of mo- 
nopoly in the television field. 

“Scophony’s original basic large 
screen methods, Supersonic and 


development of an alternate sys-| 


pressed a belief that television 
broadcasting may develop on a 
subscriber basis as a means toward 
solving certain financial problems. 
|If such method should be deemed 
desirable by the regulatory authori- 
ties, Scophony is prepared to pro- 
vide it, since the company has 
already patented a “secret tele- 
vision” method whereby trans- 
mitted pictures which are scram- 
| bled at the source may be repro- 
duced on television receiver screens 
| of subscribers in full clarity. Such 


19 The dam rises as 

contractors place 
3,650,000 cubic yards of con- 
crete. 


Czechoslovakia falls under 
German domination—Poland 
invaded, 


(94 With Grand Coulee 

power available, 
Spokane county gets 3 huge 
light metals plants, built to 
contribute to vast airplane 
program. 

German armies push deep- 
er into Russia—U-boat cam- 


{ A lake 151 miles 
long is rising behind 
the dam—millions are spent 
to clear its bed. 
Nazi Germany conquers 
Norway, the Netherlands, 
Belgium and France. 


New capital invest- 
ed in war industries 
in Spokane area, as result of 
Grand Coulee power, reaches 
half billion dollars. 


Tide turns against the 
Nazis at sea, in the air, and 
on land. Italy surrenders. 


194 Switch is thrown 
which puts the huge 
station units to work. 
Germany invades Russia in 
June, declares war on United 
States in December. 


Spokane 


plants are high in 
production as new year ap- 
proaches. 

Doom of Hitler and his 
satellites is sealed, and partly 
by Grand Coulee power! 


* * & 

Postwar plans of Superior Coach 
Corporation, Lima, O., as recently 
announced by its new president, 
L. A. Larsen, include a continued 
concentration on the school bus 
market and wider cultivation of the 
market for transit buses. The com- 
pany expects the “pusher type” of 
bus to show a substantial gain in 
postwar popularity. 

Bringing its December, 1942, na- 
tionwide survey up to date, the 
Chamber of Commerce of _ the 
United States reports the number of 
families now planning to purchase 
one or more major articles within 
six months after the war has risen 


Copies are available from the asso- 
ciation. Mr. Sykes is chairman of 
the NAM postwar committee. 


WPB Inaugurates New 
Business Publication 


A new publication, designed to 
aid business men and government 
officials in obtaining information on 
products, materials and_ services 
handled by the War Production 
Board has been started by the fed- 
eral agency. 

Titled “Products and Priorities,” 
the publication will include all in- 
formation formerly contained in 
“Priorities” and “Product Assign- 
ments,” both of which are being 


from 53% to 64% of the nation’s | discontinued. A year’s subscription 

total. (13 issues) may be obtained for $2 

. 8 8 from the Superintendent of Docu- 

A survey among manufacturers| ments, U. S. Government Printing 
of farm implements _ indicates} Office, Washington, D. C. 


thought being given to some new 

types of equipment, none of which 

is likely to see the market until 18 

months to two years after the war. 
% * * 


The position of the printing in- 
dustry in the postwar period will 


Miller Appointed V. P. 


A. H. Miller, formerly general 
sales manager, has been appointed 
vice-president in charge of sales of 
the British American Oil Company. 


* 
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What Do You 


BUY? 


Circulation or Conversation? 


* 


* * 


* 


x * 


INDIANA 


The South Bend Tribune has a circu- 
lation of more than 80,000, Of this 
total 51,556 is in St. Joseph County 

which is 117 percent coverage of the 


pvign intensified. 


RESULTS FOR SPOKANE—1943 Compared with 1942 


nae GAIN county's homes. 
Telephones (local—July 31)........... 10.4% Department Store Sales (lst 6 months) 41.0% The big city papers lightly talk about 
'y Population aay in August 103% Independent Store Sales (lst 6 months) 44.0% sevens the "Chita elder * Toe Wasi ote + 
against May _ heii aa ” » A Bank Deposits (June 30 call) 51 2% all has less than 5.000 daily circulation n St. Joseph 
Benk Transactions (lst 8 months)...... 25.0% ’ Pao + ere nes a County—and a good part of thet is newsstand. 
ployment (as of August 31)........ 37.3%, Railway Passenger Traffic............ 83.0% aay, ee Se ea , 
stoffice Receipts (Ist 8 months)...... 38.0% Building Permits, Value (Ist 8 months) 121.4% ms tesien Pang yard in St. mo Sommny : 
uilding Permits (Ist 8 months)........ 303% Auto Biage Tralic................... 123.0% estimated population 169,046 — was $178,148, w 


1942, a gain of 23.3 percent over “41. Furthermore, the 
money going out to prospective buyers increases every 
pay day. There is only one way to reach this rich mar- 
ket effectively and that is by using The Tribune, with 
its concentrated coverage in St. Joseph County. 


THE SPOKESMAN-REVIEW 


MORNING SUNDAY 


Spokane Daily Chronicle 


The Tribune, total circulation more than 80,000, leads 
in Northern Indiana and Southern Michigan— the larg- 
est circulation between Indianapolis and Grand Rapids. 


a, - 


7 P _— 


The South | Bend Tribune 4 


COMBINED DAILY CIRCULATION OVER 117,000 


Spokane, Washington 


Color Representatives, SUNDAY SPOKESMAN-REVIEW 
Comic Sections: Metropolitan Group ‘ ° P — _ 


é rtising Representatives: JOHN B. WOODWARD, INC.. 
York, Chicago, Detroit. Los Angeles, San Francisco 
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52 
Minton Joins Walker 


Eli C. Minton, formerly with the 
Los Angeles office of Simpson- 
Reilly, has joined Robert W. Walker, 
_ Angeles publishers’ representa- 

ve. 


Now... 
5 6: City 


IN POPULATION IN THE U. S.° 


MOBILE 


ALABAMA 
OVER 


200,000 


Population Recapitulation, 
Standard Rate and Data Service 


A Great Newspaper in a Great Market 


THE MOBILE PRESS REGISTER 


MORNING—EVENING—-SUNDAY 


Neronsl Representatives 
THE JOHN BUDD COMPANY 


Montgomery Ward 
Profits Slashed 
by Lack of Goods 


Chicago, Sept. 29. — Montgomery 
Ward & Co. cannot obtain enough 
merchandise of acceptable quality 
to fill customers’ demands and “we 
cannot foresee the end of this dif- 
ficulty,” Sewell Avery, chairman of 
the board, admitted frankly last 
week in a six months’ report of the 
giant mail order firm. 

Net sales for the six months 
ended July 31 totaled $284,372,025, 
an increase of $7,252,261, or 2.6%, 
over the similar period last year, 
Mr. Avery said. However, net 
profits declined from $12,048,332 in 
1942 to $7,030,193 for the six-month 
period this year. 

Increase in Montgomery Ward 
sales was credited to the company’s 
retail stores, which boosted their 
total 13.1% over the previous 1942 
period. Mail orders poured in at a 
record clip, but in many cases 
could not be filled. 


Demand Is Heavy 


“The spring, 1943, catalog brought 
the greatest demand for merchan- 
dise of any previous spring book,” 
Mr. Avery explained, “the total 
dollar value of mail order sales re- 
ceived during the six months in- 


creased 22% over last year. 

“Unlike the stores where cus- 
tomers make their selections from 
the stocks on hand, one third of the 
orders for merchandise listed in the 
catalog could not be filled because 
the company was unable to secure 
deliveries in adequate quantities 
from its sources of supply.” 

Mr. Avery revealed that it took 
an average of 4,000 employes to 
handle the mail orders which could 
not be filled and to return $55,000,- 
000 to the company’s customers. 

“The cost of handling these 
orders, and the loss of profit due to 
the impossibility of filling them, 
converted the usually profitable 
mail order operation into a sub- 
stantial loss,” he said. 

Bulova Watch—For six months 
ended June 30, net earnings, $536,- 
654; for like 1942 period, $495,032. 

Celotex Corp.—For nine months 
ended July 31, net earnings, $483,- 
046; for like 1942 period, $837,940. 

Champion Paper & Fibre—For 16 
weeks ended Aug. 15, net earnings, 
$664,334; for like 1942 period, $672,- 
763. 

Delaware, Lackawanna & West- 
ern—For eight months ended Aug. 
31, net earnings, $4,575,549; for like 
1942 period, $2,866,048. 

Gimbel Bros.—For six months 
ended July 31, net earnings, $1,267,- 
440; for like 1942 period, $889,491. 

Illinois Central—For eight months 
ended Aug. 31, net earnings, $17,- 
378,430; for like 1942 period, $13,- 
462,653. 

Lehn & Fink Products—For fiscal 
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A leopard can't change his spots. . . and nothing 


can change the fact that the TACOMA market 


is a swell place for YOUR spots. 
complete /ocal coverage. 
experience of 
who have tried—and failed 
job from 
Washington, 


Tacoma-Seattle 
to do t 
For top results 


local 


“outside.” 


Tacoma deserves 
Best proof of this is the 


advertisers* 
he Tacoma 
in Western 


include KMO, Tacoma—dominant 


radio voice in Washington’s Number Two Market. 


*Names and data on request 
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second largest 
Washington State 
ranks second for the sta 
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VALUE” 
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Sales Potential” es 
is second in retail sales! 
And don't forget the 


has the 
among 


te in Sales 
PLUS 


Field and 
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5000 Watts 
Mutual-Don Lee 


And for Central Washington 
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Carl E. Haymond, Owner 


TACOMA, WASHINGTON'S 
ONLY NETWORK STATION 


Represented by 
Joseph H. McGillvra, Inc. 


Buy KIT, Yakima 


year ended June 30, net earnings, 
$778,037; for the preceding fiscal 
year, $648,182. 

R. G. LeTourneau, Inc.—For eight 
months ended Aug. 31, net earnings, 
$1,528,695; for like 1942 period, $1,- 
307,419. 

McKesson & Robbins—For fiscal 
year ended June 30, net earnings, 
$5,097,371; for preceding fiscal year, 
$5,318,538. 

May Department Stores—For six 
months ended July 31, net earnings, 
$2,065,935; for like 1942 period, $1,- 
842,188. 

New York Central—For eight 
months ended Aug. 31, net earnings, 
$43,498,655; for like 1942 period, 
$27,020,440. 

Nickel Plate—For eight months 
ended Aug. 31, net earnings, $6,142,- 
936; for like 1942 period, $5,317,198. 

Pere Marquette—For eight months 
ended Aug. 31, net earnings, $2,- 
961,870; for like 1942 period, $1,- 
831,392. 

Quaker Oats—For fiscal year 
ended June 30, net earnings, $4,689,- 
664; for preceding fiscal year, $4,- 
335,812. 

Sterchi Bros.—For eight months 
ended Aug. 31, net earnings, $3,- 
222,247; for like 1942 period, $3,- 
526,579. 

Armstrong Cork Co.—Net income 
for first six months of 1943, $1,714,- 
299; for like 1942 period, $1,405,003. 

Philco Corp.—Net income for first 
six months of 1943, $1,526,282; for 
similar ’42 period, $1,152,877. 

Jewel Tea Co.—Net earnings for 
first 28 weeks of 1943, $457,053; for 
similar ’42 period, $593,752. 

Aircraft Accessories Corp. — Net 
profit for year ended April 30, 1943, 
$741,433; for preceding fiscal year, 
$265,662. 

B. F. Goodrich Co.—Net profit for 
six months ended June 30, $5,573,- 
a for similar ’42 period, $3,103,- 
087. 

Neisner Bros.—Net profit for six 
months ended June 30, $263,082; for 
similar ’42 period, $152,592. 
Greyhound Corp.—Net income for 
six months ended June 30, $4,923,- 
997; for similar ’42 period, $2,245,- 
421. 

United Wall Paper Factories — 
Net profits for fiscal year ended June 
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The animated top, trade character of 
Red Top Brewing Co., Cincinnati, steps 
forward in this advertisement to explain 
the reasons for the current shortage of 
Red Top beer. The company’s sales de. 
partment is carrying the same message 
to dealers asking their cooperation jp 
making decreased stocks go farther, 


— 


30, $394,792; for the previous year, 
$560,882. 

E. L. Bruce Co.—Net profit for 
fiscal year ended June 30, $543,656: 
for previous fiscal year, $711,506. 

American Gas & Electric — Fo; 
the fiscal year ended July 31, net 
earnings $11,834,495; for the preced- 
ing fiscal year, $12,089,901. 

Best & Co.—For six months ended 
July 31, net earnings $514,699; for 
like 1942 period, $320,284. 

Diamond Match—For six months 
ended June 30, net earnings $1,(42,- 
609; for like 1942 period, $1,030,957. 

Eastern Air Lines—For six months 
ended June 30, net earnings $1,599.- 
454; for like 1942 period, $1,388,665 

Merck & Co. — For six months 
ended June 30, net earnings $2,106,- 
127; for like 1942 period, $1,086,373 


Northern Pacific — For _ seven 
months ended July 31, net earnings 


lSLECTRICAL 


Compare the circulations of 
electrical publications. You'll 
find that ELECTRICAL EQUIP- 
MENT tops all others in this 
roup. And what advertisers 
nd from experience is the phe- 
nomenal degree of response 
shown by readers. 
31,038 (C.C.A.) *‘active buyers” 
read ELECTRICAL EQUIP- 
MENT because it gives them 
news essential in wartime—up- 
to-the-minute information on 


new and improved products, 
parts and material. One proof 
of this unusual readership and 
response is the volume of in- 
quiries pulled. Another is the 
growing number of changes in 
mailing list requested to keep 
up with increasing personnel 
and change of address. 

ELECTRICAL EQUIPMENT has 
been a response-getter from the 
start. Its first issue in October, 
1941, produced over 1,700 known 


—=8 so 
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New PLVELOPMENTs Lod reo 


to 


Quip 


i 
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Guy More Readers, Leach More Buyers 


with 


|S QUIPMENT 


the only new-products paper in its field 


direct sales leads. This pace has 
not only been maintained, but 
accelerated to over 4,200 in 
March, 1943. In fact, with EE’s 
time-saving, waste-preventing, 
handy inquiry-feature, each is- 
sue has surpassed the previous 
one in response produced. 


ELECTRICAL EQUIPMENT’S 
coverage is active buyer cover- 
age. It blankets the entire 
electrical and electronics man- 
ufacturing industries plus the 
buyers of electrical products 
throughout the active, essential 
industries. No other publication 
in any classification offers that 
coverage. And look at the rates. 
Note the economy. 


For analysis of the circulation 
of ELECTRICAL EQUIPMENT 
as well as details of its editorial 
aims and policies, consult Stan- 
dard Rate and Data under the 
symbol ‘‘EE”’ or write us. 
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advertising Age, October 4, 1943 
43 TM eo o¢021; for like 1942 period . Sx hrough b he i i ionwi | whi 
99.316,021; for e period, through branch offices of the invest-, aside by the nationwide trend tojorder auto supply stores which 
¢4.211,907. + aie Chain Store les ment house. /higher prices. \leaned heavily on hard goods such 
*pennsylvania-Central A es — . . In ordinary times the new sales| Variety stores have had the few-/as_ refrigerators, tires and tubes, 
~ —— June 30, net Rise, Profits Hold peaks reached in the past year | est rag gon in wartene aaa | Same and coremers. —_ — 
mings ,520. . ould also have meant new profit | ments, the survey reveals, as vacant|chains in e firs alf o 
as ©, Smith—For the fiscal year Stead in 1943 ss P P _|spots on counters were quickly filled |dropped 8% to $683,000,000. 
. d peaks, but chain store profits, how- | °¥ 
June 30, net earnings $1,064,- with other goods and personnel | a 
ended , , ...| ever, have held almost unchanged | & Dp 
q75: for the preceding fiscal year, New York, Sept. 29.—Taking its ; 4 1939. with 18 re resentative | Problems were easily solved be- Toronto GAA Elects 
$1,327,179. place beside the nation’s railroads, shal le - 1 Oia) 000 000 | cause variety clerks need little ex- | 
*"seeman Bros.—For the fiscal year |utility companies and the national|©"@!MS Clearing only $131,000,000 | nerience. The result was that the| W. H. Woolnough, of the Southam 
ded June 30, net earnings $333,-/|telephone system as a great Amer- last year, against $141,000,000 in| combined sales of ten variety stores| Press, Toronto, has been elected 
“16: for the preceding fiscal year, |ican business, the chain store indus- 1941 and $128,000,000 in 1940. increased from $527,000,000 in the| president of the Toronto Graphic 
$418,761. try last year accounted for approxi-| Perhaps the biggest wartime| first half of last year to $589,000,000 | Arts Association. 
" yvick Chemical Co.—For the fiscal|mately one-fifth of the total retail|changes the chains have made are/in the six months ended June 30, 
year ended June 30, net earnings|trade in the country, its employes | in the types and price range of mer-| 1943, a gain of 12%. 
32,282,000; for the preceding fiscal|ranked among the biggest single chandise sold. Broadly speaking, Food chains, however, ran into MAILING SERVICE 
year, $2,211,430. group of wage earners: and total|the chains have swung from hard|severe shortages, while costs rose 
sales o eading chains reached | lines (hardware, radios, etc.) to soft|}and profit margins fell. Paradox- 
ae By. lead h hed } li (hard di te.) t ft d fit i fell. Parad 
4 ‘ ,899,000,000 in the first half of|lines (shirts, socks, stockings, etc.) |ically, sales of the large food chains Multigraphing — Filling-in 
Irving ag a = ny Merrill Lynch, Pierce,| and from low price goods to higher |still scored a small gain of 3% but Add 6rap A 6 
i Own en Fenner eane, New York, reveals | price lines. For both these changes|the gain was achieved chiefly be- ressing—. imeographing 
? Open Davi gency in its 1943 survey of chain stores.|the reasons are clear—most hard|cause the 7% rise in prices covered 
# Irving Davis, About 25,000 copies of the booklet|goods are no longer manufactured |an actual decline in tonnage volume.| THE LETTER SHOP, Inc. 
‘ 4 ie were distributed by direct mail and|and cheap goods have been pushed| Hardest hit of all were the mail! 431 8, Dearborn St., Chicago  Wab. 8688 
A and managing 
editor of Apparel 
Arts since last 
Apr |, has re- 
signed to estab- 
of lish his own ad- 
ps yertising agency. 
in Previous to his 
of Esquire connec- 
e- tion, Mr. Davis 
je was promotion 
in manager of The 
if Ame Hi i ca 4 Irving Davis 
= Weekly an 
. Puck—the Comic Weekly for 12 
, years. 
" To be known as The Irving Davis 
o Company, the new agency will be 
6; HF in operation at 655 Fifth Ave., New 
York, early this month. 
or 
et 
i- B Livingston Appointed 
Bernard Livingston has been ap- 
d pointed assistant advertising man- 
or wer of the Alexander Hamilton In- 
stitute, New York, succeeding Henry 
'S HB Zaleskie, who has joined Retail 
: Home Furnishings. 
ns *ge 
. @ Kammer Heads Classified 
d Charles L. Kammer has been ap- 
is pointed classified advertising man- 
: iger of the Pittsburgh Sun - Tele- 
3, graph. He succeeds Harry A. Feld- 
n goise, who has resigned to join the 
8 Golden Dawn Hosiery Shops. 
IN BALTIMORE! © 
a . 
e W What handful of citizens could 
’ a bil D ll d ? 
2 _ mobilize Vallas today : 
IT WAS the Summer of 1846 and  everthatpartofTexasfrom plunder, Of the 308 Dallas leaders who replied, 
: Texas had just joined the Union. murder, terror. 1. 56% say they read TIME regularly! 
£ y 
b a But the citizens of Dallas County HO ARE the leaders of Dallas to- 2. TIME is so much their fevorite that 
" . 7 law? Who are the handfd of inf they give TIME 3 times as many first- 
had little time to celebrate. cee et eherg we ey ree choice votes as any other magazine, no 
e.. ’ ‘ ; ential men who head the Bond drives, enntter how tarde leo iain 
‘ Hostile Indians were plundering campaign for the Red Cross, crusade for a 
_— ie their livestock, murdering their Civic causes—the top men with the influ- As Dallas’ leaders vote, so vote Civic 
_— 9 a ad women and children. ence and vitality to lead the city? leaders all over the country, for similar 
> 4 ae For an objective answer, TIME turned surveys in other cities are showing simi- 
. : sae Outraged leaders aroused the to Tracy - Locke - Dawson, Inc., top- lar results. 
; = — x: citizenry, and such top men as Cap- ocean a I = And group after group of national 
= eS tain + V. gonna ae ho iecie ot ost important peop aig esage er te members . 
— i coast, reston an easant itt, Tracy -Locke- Dawson named 538 First sare cheigy nk i ast serge _— wr 
; i William Barnes, Allen Bledsoe or- Citizens of Dallas, adding “their influ- prreplbcesr ntl sigh = wat (and 31 
we ia ganized a Vigilante Company— _ ence extends throughout the Southwest.” ae ) . oo ee oe 
a ce charged out to meet the Indians! Under its own letterhead, T-L-D asked — "POFFANE magazine. 
_ as 2. these top men to name the magazines By their own say-so, the way to reach 
ink “ * In fierce hand-to-hand fighting, they read regularly, toidentify their first- these essential top people is through the ; 
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Wemple Adds Account 


The Sturgeon Bay Shipbuilding & 
Dry Dock Company, Sturgeon Bay, 
Wis., has appointed Jack C. Wemple, 
Green Bay, to handle its advertis- 
ing. 


for circulation analysis that shows how 
The TOOL & DIE JOURNAL covers the 
Cycle of Bu ing Influence In 13,000 in- 
dustrial plan Address: 2462 Fair- 
mount Blyd., Cleveland, ‘Ohio. 


THE MAGAZINE 
THAT GETS RESULTS 


Morrell Launches 


Two New Shows 
for Red Heart 


Ottumwa, Ia., Sept. 30.—John 
Morrell & Co., maker of Red Heart 
dog food, swung into the biggest 


|radio promotion in the history of 


the product today when the first of 
a new series of Bob Becker’s “Chats 
About Dogs” went on the air over 
the CBS network. 

On Saturday, Oct. 2, “Pet Par- 
ade,” another Bob Becker program, 


_| will have its initial airing on NBC. 


It will be heard every Saturday at 
10:45 a. m., EWT, while “Chats 
About Dogs” will be aired Thurs- 
days at 6:15 p. m., EWT. The new 
programs, both of which will also 
be heard on WGN, Mutual outlet in 
Chicago, mark Bob Becker’s ninth 
year on the air for Red Heart. 


On Coast-to-Coast 


The two shows, which will be 
broadcast coast to coast over a total 
of 118 stations, are designed to help 
dog owners solve the wartime prob- 
lem of pet feeding. Both programs 
will feature many of the country’s 
leading kennel operators, breeders, 
trainers and other dog experts. Ad- 
vice on the care, training and feed- 
ing of dogs will be regular features, 
along with dramatizations of dog 
stories and “conversations” by Red 


Heart, the talking dog. 


Henri, Hurst & McDonald, Chi- 
cago, handles the account. 


Goes Full NBC 


Procter & Gamble has expanded 
its NBC hookup for “A Woman of 
America” to the entire network, in- 
cluding 27 Canadian stations, effec- 
tive with the broadcast of Sept. 27, 
and switched its broadcast time 
Monday from 10:45 a.m. to 3 p.m., 
EWT. Benton & Bowles handles the 
account for Ivory Snow. P&G has 
added eight CBS stations to the net- 
work for “Ma Perkins,” effective 
Oct. 4, for a total of 63 outlets. The 
show is heard Mondays through Fri- 
days from 1:15 to 1:30 p.m., EWT. 
Blackett-Sample-Hummert is. the 
agency. 


Sterling Drug Renews 


Sterling Drug has renewed “Back- 
stage Wife,” “Stella Dallas,” ‘“Lor- 
enzo Jones,’ and “Young Widder 
Brown,” on NBC networks, effec- 
tive Sept. 20. The quartet of dra- 
matic serials is heard successively 
in the 4 to 5 p.m., EWT, period 
Mondays through Fridays. “Back- 
stage Wife” is heard over 60 NBC 
stations; the others use a 55-station 
lineup. Blackett-Sample-Hummert 
is the agency for all four shows. 


Dr. Pepper on Blue 


Dr. Pepper Bottling Company, 
Dallas, has launched a new program, 
titled “Al Pearce and His Gang in 
Fun Valley,” on 120 stations of the 
Blue Network, effective Oct. 3. The 


KFH_ program plan- 
ning puts the masculine 
touch to fashions and 
rations with MATTI- 
SON’S MUSICAL 
MEMOS, available to 
participation sponsors 
at 


ment rates. 


regular announce- 


Put Your Dollars to 
Work in Zoomtown! 


Wichita’s retail sales 
volume is fifth in the 
big seven-state South- 
west. Wartime indus- 


try has skyrocketed 


Wichita to the top rank in boom markets ... 


— And For The Ladies — 
The Man With The Good Looking Voice 


HENRY MATTISON 


tools for war are also instruments for peace. 
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end Previews Survey 


Glena D. Gillett Computed Field Strength Distribution Based on Performance 
mts —SO000 Watts Dey and Night—October 1941 


and it is there to stay because Wichita’s 


That Selling Station in Kansas’ 
Biggest, Richest Market 


AFH 


WICHITA 


CBS + 5000 WATTS DAY AND NIGHT 
CALL ANY EDWARD PETRY OFFICE 


variety show will be heard Sundays 
from 4 to 4:30 p.m., EWT, originat- 
ing from Hollywood. Tracy-Locke- 
Dawson, Dallas, nandles the account. 


O’Sullivan Renews 


O’Sullivan Rubber Company has 
renewed Leon Henderson on the 
Blue Network for an additional 13 
weeks, effective Nov. 13. At that 
time the company will add between 
10 and 15 stations to the lineup of 
67 outlets currently carrying the 
program, which is heard Saturdays 
from 6:45 to 7 p.m., EWT. Advertis- 
ing & Sales Council, Charlestown, 
W. Va., is the agency. 


GF Adds Stations 


General Foods Corporation has 
added five CBS outlets to the hook- 
up for its new “Dinah Shore Pro- 
gram,” which made its bow Sept. 
30, bringing to 122 the total number 
of stations carrying the show, heard 
Thursdays from 9:30 to 10 p.m., 
EWT. Young & Rubicam is the 
agency. 


Henry Replaces Brown 


Bill Henry, chief correspondent of 
Columbia’s Washington news bu- 
reau, has replaced Cecil Brown in a 
five-minute world news summary 
broadcast over a CBS network Mon- 
days through Fridays at 8:55 to 9 
p.m., EWT. The program, “Bill 
Heriry and the News,” is sponsored 
by Johns-Manville Corporation. 


New Program Signed 


A new musical production, “Blue- 
jacket Choir with Danny O’Neil,” 
will make its debut over the full 
CBS network and two affiliated 
Canadian stations Oct. 10. The show, 
to be broadcast from 10:05 to 10:30 
a.m., CWT., will be sponsored by 
Minneapolis - Honeywell Regulator 
Company, Minneapolis. Addison 
Lewis & Associates, of that city, is 
the agency. 


Schutter Adds Stations 


Beginning with the Sept. 25 
broadcast, Schutter Candy Com- 
pany, Chicago, has increased its 
NBC lineup to 75 stations for its 
Curt Massey program, heard Satur- 
days from 5:45 to 6 p.m., EWT. 
Schwimmer & Scott, Chicago, is the 
agency. 
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Hooper Offers 
Subscribers Fiv- 


New Services 


New York, Sept. 28. E 
Hooper, Inc., radio research 
zation, will shortly provide { 
analytical services to nei 
agencies and advertise, 
Hooper revealed yesterday. 

First feature of the new s 


*, 1943 


Sani. 
- New 
vOrks. 

Mr 


Vices 
to be provided beginning with the 
October reports, is the Nsor 
identification analysis, which show. 
the percentage of people hte. 
viewed giving the correct produg 
name, company name or ming 
another product of the compiny, a: 
well as reporting on misidentifjcq. 
tions. 

Number two is the competition for 
listeners’ index. This is a continuoys 
and comparative record hich 


shows how the volume of ad 
ing on other networks affects each 
advertiser’s chance of getting ap 
audience. 


Show Popularity Trends 


Program rating trends by types 
is the third feature. These are baseq 
upon continuous records dating 
from January, 1940, and show the 
popularity trends of eight different 
classifications of programs such as 
news, variety, drama, etc. They are 
computed twice monthly for evening 
programs, once monthly for day- 
time programs, and are reported 
once monthly in the form of four 
indexes for each classification. 

The fourth new service is the 
analysis of network ratings. Size 
and frequency charts show the fre- 
quency with which audiences of 
various sizes occur on all networks 
and individually by networks. 

The fifth feature is in the form 


Vertis. 


| of blank charts, each carrying basic 


trend lines. One set is provided for 
each sponsored program placed by 
the subscriber. On these the sub- 
scriber can keep up-to-date records 
to show performance records of the 
sponsored program’s rating and 
sets-in-use compared with national 
averages; two charts are provided 
covering competitive performance 
records and one comparing the 
sponsored program with its type. 


@ Attention: Advertisers, Advertising Agencies 


Newspaper publishers today are faced with ra- 
tioning of newsprint and ultimately, advertising 


space. 


To the limits of their ability these publishers, 
naturally, will accommodate advertisers and ad- 


vertising agencies. 


One move, on the part of agencies and advertisers, 
would greatly minimize this problem and prove 
mutually advantageous: 


“Leeway” . . 


- optional insertion dates 


Leeway is not without its 
advantages for newspaper 
advertisers ... 


enables publisher to give better location, 


position 


eliminates omissions and arrangement of 
make-good dates where space is not avail- 


able 


insures against omission when copy arrives 


too late 


“LEEWAY” WILL HELP NEWSPAPERS HELP YOU! 


* * * 


* * * 


THE BRANHAM COMPANY 


The prom 
yish Holly 
rough its 
1a large 
fay—! ur 
ste of the } 
» continue 
The three 
"jaudette 
ard and Vé 
eatured in ' 
pula! con 
yntry, im 
week lit Ss al 
me maga: 
‘ons, Disp 
af bul 
-s hav 
s newspa 
nost major 
ngagemen' 
Largest 
en the C 
aign, pict 
ize stand 
ubway, Cé 
najor citie 


B We h 
executiv 
of his ov 
printers, 
placing 
low bidk 
engravi 
compos 
and tw¢ 
The $5, 
the cart 
ing mat 
energy 
tis our 
save TI! 
We kn 
and tyr 
ward, v 
every ¢ 
and pri 
or we 

mony i 
Exceptio 
make lary 
ings —th 


__ COS | oR 
RP ee 
| a a Param 
Pe 
sail uaiieaeddiiacidiidiensscdinies nace cetatiead Bataan 
ne New York 
| sated total 
a a neni, Wee 
Pr x3 5 buil - } 
fx in 
\ : 
$ pr’ 
3 ps? a a | ee 
wwe ‘ “ 
<0° AS Z \) | 
EG es 
S-_ : cart \' 
- eee ” Uy wt 
> ' — Lf f 
Pe 
tte | | es | 
| 
| es 
| S 
THE 4) 
OO 
ee 
| 
pe : o ae 
ere 4“, a * 
mm . \4% }) 
Pe . < _. | 
AS K ie! | ff es 
; . 3 4 : ol 
: iF M, ; ’ > j . f 
2 a b Wy .< 
= i Y iz ran 
ee { 
ee 
(a | << aw 
- steee i : THE 
Poe pra teh—t—7al waP oe TOPERA “fost 
a | : |-uays Le | | ee og 
| Ik TN lsir a Set | | | 
HUTCHINSON | “ae You 
fare Fe fienart eles I. ml oa ee 
sal . INGMAN KFH_\! a Spex 
erratr ie al | . 
ae Be) SK Foner ls F ee | 
“Boe oe ” , wo ee F 
~© K.L A HOM A See) es 
OKLAHOMA CITY te 
a — - wa (oe. a. ae. 
ees = = — ——_____-_--_--- 
| om 
(2 EEE EE | I I 
| ; “ ‘ 7 j " 4 so, ay PR Supe - " s 4 rg ‘ ae ¥ ics f * st . bs r BE Sek . i “ 4 
| Se : are of — 2 eA, SORE” oH) # es # Ps PP . a Ne et eee yin oF ee es hes ‘ee Set é 


pgramount Pulls 
]] Stops for 
Bataan Picture 


yew York, Sept. 29.—An esti- 
ated total value of $5,000,000 was 
m this week on advertising which 
ef uilding box office appeal for 
sramount Pictures’ film story of 
uses on Bataan, “So Proudly We 


a promotion, in the typically 
xyish Hollywood style, is midway 
nrougn its run. It got under way 
» a large scale in magazines last 
,y—iour months before release 
te of the picture, and is scheduled 
“continue through December. 

The three stars of the picture, 
‘igudette Colbert, Paulette God- 
‘ard and Veronica Lake, have been 
eatured in the copy in almost every 
opular consumer magazine in the 
yntry, including fan magazines, 
veeklies and monthly magazines, 
me magazines, and farm publica- 
ions. Display cards, cartoon strips, 
afety bulletins and recruitment 
rosters have also been used, as well 
; newspaper advertisements in 
nost major cities to tie in with local 
ngagements of the picture. 

Largest single tie-up unit has 
ven the Chesterfield cigaret cam- 
aign, picturing the stars in life- 
ie standee and window cards, 
ubway, car and bus cards in all 
najor cities. During September the 


ost 

SAY. 

= Py D, 
ey 
©, 


PRINTING 


XECUTIVE 


8 We have in mind the $5,000 
executive who spent three days 
of his own time and that of five 
printers, getting estimates on the 
placing of a $200 order... The 
low bidder got the job, but the 
engravings were delayed, the 
composition had to be re-set, 
and two cuts were transposed. 
The $5,000 man has been “on 
the carpet” three times explain- 
ing matters...Plenty of valuable 
energy wasted over mistakes... 
lis our business to help buyers 
save TIME, ENERGY and MONEY... 
We know printing, engraving 
and typography, backward, for- 
ward, up and down... we do it 
every day... Faithorn service 
and prices must be reasonable; 
or we wouldn't be serving so 
hany important accounts. Try us! 


Exceptionally well fitted to submit ideas, 
nake \cyouts, prepare sketches and draw- 
ings -through every step of production. 


ALWAYS 
THE FINEST AT FAITHORN 


FINEST ENGRAVING 
FINEST TYPOGRAPHY 
FINEST PRINTING 


n use one or all—just as you wish, 
are here, ready to serve you... 
“Pee economy and satisfaction assured. 


AITHORN 
oRPORATION 


Telephone Wabash 7820 
4 SHERMAN STREET 
CHICAGO 


OME AND NIGHT SERVICE 


copy has appeared on 25 _ back 
covers of magazines and 33 inside 
pages, all in color, in 58 national 
magazines. 

Spot radio announcements in the 
Royal Crown tie-up alone have 
been made over 350 stations, with 
announcements for the picture also 
being heard on programs for Calox, 
Woodbury, Dixie Cup, Max Factor, 
International Silver, General Mills, 
Deltah pearls, Bates bedspreads, 
Lux soap and North Star blankets. 
Liquor Industries 
Campaign Expanded 

The institutional advertising cam- 
paign of the Conference of Alco- 
holic Beverage Industries, New 
York, has been enlarged to include 
14 farm papers. The decision to use 
rural papers was based upon the 
importance of making known to the 
farm population the industry’s side 
of the prohibition question. 

The campaign features the de- 
sirability of legal liquor against 
illegal liquor and corrects inaccura- 
cies and misrepresentations con- 
cerning the alcoholic beverage in- 
dustry. Swertfager & Hixon, New 
York, is the agency. 


Newspapers 
to Carry New 
Paton Campaign 


New York, Sept. 28.—A consistent 
new fall advertising campaign fea- 
turing Yuban coffee and Golden 
Blossom honey will be launched the 
first week in October by the John G. 
Paton Company, maker of both 
products. Display advertisements of 
70-line size will appear three times 
a week in each newspaper on the 
schedule, with the campaign to run 
through 1944. 

Nine newspapers in New York, 
Long Island, Newark and Paterson, 
N. J., will carry the Yuban adver- 
tisements with the slogan, “Once 
you treat yourself to Yuban, you 
never change back.” Emphasizing 
that Golden Blossom stands for a 
choice blend of America’s three fin- 
est honeys, advertising for the 
honey product will run in five New 
York papers and the Newark News. 

A complete book of honey re- 
cipes, entitled “Honey—A Good 
Cook’s Secret” and containing 85 
different ways of flavoring with 


honey, will also be distributed, fol- | 


lowing the successful plan of last 
year when several thousand copies 
were distributed. 

Charles W. Hoyt Company, New 
York, is the agency. 


Whelan Ads Feature 
Overseas Mailing 


Asserting that many business or- 
ganizations have asked the company 
to make up Christmas gift packages 
for their employes in the armed 
forces, Whelan Drug Stores, New 
York, placed 336-line copy in the 
New York Journal of Commerce 
and Times, Sept. 27, calling atten- 
tion to its special servicemen’s de- 
partment. 

The advertisement urges readers 
to order quickly and offers to handle 
all details of mailing packages over- 
seas. Suggested items and their 
prices for Christmas gift packages 
are given in the advertisement. The 
company will not accept any order 
of less than 25 packages, each pack- 
age to contain at least $2.50 in mer- 
chandise. Advertising was placed 
direct. 


| Moser 
| copywriter. 
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Joins Moser &.Cotins 


Alice M. Weishampel has joined 
& Cotins, Utica, N. Y., as 


“Be not afraid, lady—I'm the 
Lone Ranger from WFDF, Flint, 
Michigan.” 


PINCH HITTING 


may be good baseball — 
but it’s a serious “error” 


in advertising 


THE MILWAUKEE ROAD 

NATIONAL DAIRY PRODUCTS CORP. 
NATIONAL DISTILLERS PRODUCTS CORPy 
NEW YORK TRUST COMPANY 
PRUDENTIAL INSURANCE COMPANY 

SANTA FE SYSTEM 

SCHENLEY DISTILLERS CORPORATION 
UNDERWOOD ELLIOTT FISHER COMPANY 
UNION CARBIDE & CARBON CORPORATION 
UNITED FRUIT COMPANY 


WESTINGHOUSE ELECTRIC & MANU- 
FACTURING COMPANY 


JOHN WYETH & BROTHER, INC. 


Among the Advertisers 
who have contracted for 
space in HARPER'S in 1943 


ALLISON DIVISION, GENERAL MOTORS 
AMERICAN EXPORT LINES, INC. 
AMERICAN TELEPHONE & TELEGRAPH CO. 
BANK OF NEW YORK 
BANKERS TRUST COMPANY 
BITUMINOUS COAL INSTITUTE 
BOEING AIRCRAFT COMPANY 
BUICK MOTOR DIV., GENERAL MOTORS 
CALIFORNIANS, INC. 
CHRIS-CRAFT CORPORATION 
CHRYSLER CORPORATION 
COLUMBIA BROADCASTING SYSTEM 
DETROIT-DIESEL DIV., GENERAL MOTORS 
DUMONT LABORATORIES, INC. 
ELECTRO-MOTIVE DIV., GENERAL MOTORS 
FAIRCHILD ENGINE & AIRPLANE CORP. 
GENERAL ELECTRIC COMPANY 
THE B. F. GOODRICH COMPANY 
INTERNATIONAL BUSINESS MACHINES 
MATSON NAVIGATION COMPANY 


. .. ESPECIALLY renavl 


HEN it comes to winning and holding pub- 
lic opinion, any advertiser who uses his 
public relations advertising only to pinch 
hit (till peace and products return) is not keep- 


ing track of the score. 


Business is being challenged, and will continue 
to be challenged, on its home grounds to the big- 
gest contest in its history—the contest of ideas— 
about government control and regulation, about 
consumer relations, about the very foundations 
of free enterprise. The winners will be those who 
recognize this fact and do something about it 


— consistently. 


Make the opinion makers of the country the 
rooters on your side. For what they think and 
say is of vital importance to our tomorrow. The 
advertiser who wants their endorsement of ideas 
worth preserving is the advertiser who can profit- 
ably use HARPER’S MAGAZINE. The people 
who read HARPER'S MAGAZINE—and are in- 
fluenced by it—are among those who mold pub- 
lic opinion in America. The people who read 
HARPER’S MAGAZINE today are the same 
people who will be the umpires in the contest 
of ideas—and products—tomorrow. 


Harp crs 


te Me ae 


e “The Market of Opinion-Makers”, 
New York, N. Y. 
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Kreml Ste U Campai . are: Richard E. Messner, vice-presi- e 
RB a nied oe Srey McCormick Is New dent, E. E. Brogle & Co., New York, Gettin Persona! 
Conn., has augmented its current H d f G hi ONE ViCe-PEOSOeS Ot 7s = g 
Krem]! shampoo magazine and radio ead 0 rapnic en Amenstian; 4. pieweet 
advertising by scheduling a cam- . es. Pere ner al 
paign in 400° newspapers, starting | Aarts Committee "tS sae bins Hh eal:| Wow Foc, See CRASUEM 48 TOR eaceed ae ae ee 
: . . P *9 - ’ TEM Onies 
 Rerweggay Foo “ear My nage New York, Sept. 28—A. G. Mc-|dent, Standard Press, Washington;| during the fashion show, which presented comely damsels in t! a 
York, is the agency. “s oo ‘aan ple A ae. —" Kaufman; and Frederick G.| forms of elevator operators, telegraph messengers, grill-car ho: eSseg 
4 ny, . a 
Wichita, was named last week as| Directors to serve for one year: It'll b : . : i 
Heads Women's Group president of the newly-incorporated | Mr. Trotter; W. Arthur Cole, man- director of the Royal Netherlands Steamship Co. and rer He —— - 
Graphic Arts Victory Committee.|aging director, oO ngravers : a : a4... Was 
Mrs. Helen Sprackling, formerly Other officers and "additional di- | Board of Trade, New York; Edward | Rockwell, USNR, radio director of Albert Frank-Guenther Law, Ney J wpB ond 
with Parents’ Magazine and Wo-|rectors to serve on a formal basis|Mayer Jr., president, James H. Gray,| York, before he joins up. . . tratio:. W 
man’s Home Companion, has been|were named at the board of di-|New York, and president, Mail Ad- A testimonial luncheon was tendered by newspaper and magazine IM whol Ue! 
named director of the Women’s Di-| rectors’ first meeting at committee|vertisers Service Association; Harry| admen Sept. 15 to Margaret Tukey, who resigned as space buyer fo, I {ol | i 
vision of Allied Liquor Industries, | headquarters here. L. Gage, vice-president, Mergen-| Lennen & Mitchell, New York. Miss Tukey was presented \ ith . ess met 
New York. The new division will| First vice-president is Frederick |thaler Linotype Company, Brooklyn;| handsome leather handbag. She has departed to take up pern ones emec ying 
seek to enlist the support of women G. Rudge, president of William E. = a } yy amy residence in California _— | 
in a program to promote modera-|Rudge’s Sons, New York; second|Graphic Arts Trade Association Ex- ‘RR : goo | 
tion as opposed to prohibition. ae dent, Herbert Kaufman, |ecutives, Columbus. Wm. I. Orchard of BBDO is head mentor of a two-hour, twice. Detcrmi 
iadvertising manager, General Print-| George Welp, advertising man- weekly free course in proofreading and copy editing offered at Wash. JM tion ttl 
‘ing Ink Corporation, New York; sec- | ager, International Printing Ink ington Irving Evening High School, New York... J. L Rodale, editor horta ges 


retary, Ernest F. Trotter, managing |division of Interchemical Corpora- 
editor, Printing, New York; treas-|tion, New York, is to serve as War 
urer and chairman, finance commit- | Advertising Council coordinator. 

tee, Harry A. Porter, vice-president, 


and publisher of Read and owner of the Rodale Press, knows how shortages 
to roll up his sleeves and go to work. He canceled several business have nvil 
appointments to help harvest the crops at his estate in Emmaus, Pa, . out the Ct 
Merle Sidener, of Sidener and Van Riper, Indianapolis, won firs 


Original mirror 


- 2 Ny prize ‘a? 
‘ ae Ele aemamaae Potter Company, ANPA Appoints Laux of a $100 war bond in Station KMBC’s contest among admen to seleet — ~ 
of Washington Di ; a name for the station’s livestock farm. Winning title—“KMBC Sery. rview 
irectors to serve for three years Edward K. Laux has been ap-| ; F ” Oth : f bond inter! 
and are: Bromwell Ault, president, In-| pointed traffic manager of the| ‘© *@"™s. er winners of war bonds and stamps were Geo. ¢. HM chanzes t 
moves measures ternational Printing Ink Corpora-|American Newspaper. Publishers| C#Stleman of Bermingham, —_. i made in. 
tion, New York; Thomas R. Jones,| Association, New York, to succeed| Castleman & Pierce, New York; ‘COMMANDO’! PLEDG distributh 
president, American Type Founders|E. J. Vohs. Mr. Vohs has resigned| Ruth D. Folster of the Caples Co., ES mate con 
Choose the Sales Corporation, Elizabeth, N. J.;|to become general eastern freight} New York; H. M. Dancer, of ——— The in 
Mr. McCormick, Mr. Porter; and|agent of the Chicago & Alton Rail-| B-S-H, Chicago, and J. H. North, : ~ oy Tepes 
Leader... Edson S. Dunbar, sales promotion | road, in New York. Mr. Laux will| of Aubrey, Moore & Wallace egg 
manager, Crocker-McElwain Com-| serve until R. A. Cooks, now a cap- Chicago 4 Food A 
. rr fy 
pany, Holyoke, Mass. tain in the Army, returns to the B. B.G G c ll & confining 
* Directors to serve for two years|ANPA from war service. + Sees, Ser, V0rne chants. 
Newell, speaking before the an- Em 
nual fall meeting of the National | 
Alcoholic Beverage Control As- OCR, | 
Gree —10 INTERESTED EXECUTIVES —A limited quantity of these sociation at Columbus, O., reiter- ee 
24-page booklets now available. A request on your business letterhead ated his prognostication of a Ger- = me wi 
will bring a copy promptly. Sales Research Department, BUS TRANS- man collapse this year and com- narate 
PORTATION, 330 W. 42nd Street, New York 18, N. Y. plete Allied victory by the end of cok a fl 
1944. . . Phil J. Kelly, Carstairs civilian 
er" Cg ee ee ae . genl. sales manager, recently issuing 
vr Ee ics ae Mi made a 15-day, 3,000-mile inspec- proporti 
Se _| tion trip for the war training the hon 
— = | service of the Civil Aeronautics Mr. V 
= | Administration. — - 
oe Honeymooning in the Great oo or 
Smokies down Tennessee way is in ha 
0 f . « are Leona Bowman, acct. exec. taken a 
prime Importance to 7 "aa tos Wee te Ww. W. Wachtel, Calvert president and ee 
tom manager of Paweett Pubiies~ chairman of the war savings council of essentia 
. s Bl] ti Th od tank the liquor and wine industries, looks over service 
Automotive Su liers and tons. cy were w Cpt. some of the stack of pledges received Much 
pp e: 21... at council headquarters from “War intervie 
Bs A. L. M. Wiggins, publisher of Bond Commandos,” who have pledged the gov 
- — ~ "4 the Hartsville Messenger, and _ to sell or buy $1,000 in bonds during meichs 
their Advertisin A encies = | president of the Bank of Harts- the 3rd War Loan drive. nesses 
9 9 _ ville, S. C., was elected president Ss = — govern! 
4 2% of the American Bankers Association at its N. Y. convention last conside 
a =6| month. . . George Matthews, ad mgr. of the Lunkenheimer Company, tributic 
= | Cincinnati, was married recently to Fan Ratliff, who directs the adver- this ow 
ee | tising of B. B. Smith Company, a Lexington, Ky., specialty shop. . . § ‘° Pig 
+2 Ralph Nicholson, pres. and publisher of the New Orleans Item, has ht 
= | been appointed chairman of the Red Cross War Fund drive which will I 
2 get under way next spring. . . Clarence Lindner, publisher of the San 
‘é 4 Francisco Examiner, has been named to represent his city on the Pa- B-- 
; . . . ° a cific Advertising Commission. . . hants 
Se furnishes basic data for your consideration r Eugene Meyer, publisher of the Washington Post, was host at a perers 
i <a ; * ° =. | luncheon for representatives of the press and radio and officials of the merch 
ae az in present and post war market planning oe bs War and Treasury Departments preceding the opening of the “Back ness 
+ a 4 fae. | the Attack” war show sponsored by his newspaper. . . The wife of these 
; = | Maj. George B. Hart, formerly with the Frederick W. Ziv agency in J Merch 
‘f ae fp ' © | Cincinnati, has heard via postcard that Maj. Hart is a prisoner in the re bes. 
ght SE ee a ee ai ae | Philippines, but is well... p 
Co . i ida PO ee . A ill Friends of Rex Stark, keen promotion manager of Meredith Pub- age 
lishing Company, Des Moines, have been pleased to learn that he is questi 
making a good recovery from a recent severe illness. . . Arthur H. gettin 


Ogle, former advertising manager of Bauer & Black and former man- goods 


DID YOU KNOW .. . that U. S. common car- aging director of the ANA, is planning to return to his old field. For your 


buys and the most important factors that influ- 


ie & . : “ : a number of years he has been managing the Lauderdale Beach Hotel, — 
ter buses are carrying 10 times as many passen- ence its buying. Survey shows percentage of Ft. Lauderdale, Fla., which has been taken over for training purposes : os 
gers as all Class 1 railroads? . . . that bus-riding business flowing through automotive jobbers com- by the U. S. Navy... suppl: 
has nearly doubled in three years, from 4,000,000,- pared to direct-from-factory-buying. Operators tell George K. Beddoe, mg. dir. of Congoleum Canada Ltd., Montreal, who | 
; ; ree i how they believe manufacturers should sell th was the recent recipient of a silver tray marking his completion 0! Oth 

000 peeMngee oe ore to eight billion in 1943? raat ceed - 24 25 years with the company. The token of esteem was engraved with WPB 
... that bus mileage, index to bus parts consump- , signatures of employes of more than 10 years’ standing. . . William a A, 
tion, will hit an all time high of nearly three bil- Gannett, of the advertising and publicity staff of Bausch & Lomb, n ad .. 
Sia S 4:5 & ; y IMPORTANCE TO YOU the principal address in Baltimore at the launching of the Liberty a. 
lion in "43, up one billion over '40? , ‘ ship Henry Lomb, named in honor of one of the founders of the ae 
No better time ‘could be selected to establish your company , ; — 

SCOPE OF THIS STUDY sales position in this essential-to-war and essential- Franklin S. Cook Sr., adv. mgr. of the Norfolk Ledger+Dispc ‘ch, whol 


to-peace industry. The brief, right-to-the-point 
findings brought out in this study highlight this 
fact. Bus operators enjoy one of the highest pro- 
curement ratings accorded to civilian industries. 
In your immediate and post-war planning, the bus 
market merits an important place on your sales 
and advertising program. 


retired on Sept. 15. 
42 years... 
Eric Zimmerman, sec’y-treas. ot the International Affiliation of S° °% , . 
and Advertising Clubs, has been elected to membership in the \\ 2 nell 
Advertising Council to represent the Affiliation. This makes the ‘1 god 
organization and committee job he has taken on in the past year. . 

Jos. M. Bernstein, head of Bo Bernstein & Co., Providence agency, 
and Mrs. Bernstein, named their new-born first daughter Laurie Elan 
. . Elected president of the Cornell Society of Hotelmen, made up 0! 
more than 500 alumni of the Dept. of Hotel Administration at Cornell 
University—H. Victor Grohmann, pres. of Needham & Grohmann, Ne 
York agency... 

Chas. T. Coiner, v.p. in charge of the art dept. of N. W. Ayer & Sen 
has been elected a member of the advisory committee of the Muse! 
of Modern Art in New York. .. Wm. Bayard Okie Jr., display desig! 
has been commissioned for duty with the Army transport service ov '- % 
seas. . . Chas. E. Rochester, v.p. and managing director of New Yo! . 
Lexington Hotel, has been nominated for commander of the Adv: *- | 
tising Men’s Post No. 209 of the American Legion. . . 

The Treasury Dept. has awarded a citation to Howard Parish 
Loyal Phillips, classified ad counselors of Miami, for their work 
support of the 3rd War Loan drive and preparation of want ads. . . 


He has been associated with Norfolk papers (or good: 
184 bus operators reveal, in this Ross Federal 


Survey, the giant size of the bus market for auto- 
motive suppliers. (Large companies average $185,- 
000, annually for parts and materials — excluding 
tires, gas, oil, and labor.) The survey gives a brief, 
mountain-top picture of what the bus industry 


Bus Transportation 


First on your schedule if you want Bus Business 
A McGRAW-HILL PUBLICATION 
330 West 42d Street, New York 18, N. Y. 
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adver’ ing Age, October 4, 1943 


Merchants’ Help 
Asked on Problems 
of Distribution 


Wa nington, D. C., Sept. 30.— 
wPB ond the War Food Adminis- 
ratio. Will turn to the nation’s 
whole alers and retailers next month 


will continue for three days in each 
city, and will include an evening 
session. 


Joins McCall Staff 


Norman H. Hasselriis, formerly in 
the advertising production depart- 
ment of Batten, Barton, Durstine & 
Osborn, has joined the promotion 
department of McCall Corporation 
as assistant to Arthur Hirose and 
Don White on the McCall sales 
planner and meal planner staff. He 
succeeds Ray Babcock, resigned to 
join Graybar Electric Company. 


for in ormation about wartime busi- 
ness methods, and suggestions for 


seme’ ving flaws in the wartime ma-|Gets Chemical Account 


chine y for distribution of civilian 


Det-rmined to overcome distribu- 
tion pottlenecks that have created 


short.ges existed, the two agencies 


T. Metcalf 
good Providence, has been appointed to 
handle the advertising of Alrose 
ee Chemical Company, also of Provi- 
shortoges of civilian goods when no| dence. Business papers will be used. 


Company, 


Colwell Made Director 


A. T. Colwell, second vice-presi- 
dent and member of the board of 
Thompson Products and Thompson 
Aircraft Products Company, has 
been elected a director of Harris- 
Seybold - Potter Company, Cleve- 
land. 


Joins Kennametal 


Fred W. Pennington, formerly in 
the publicity department of West- 
inghouse Air Brake Company, Wil- 
merding, Pa., has been named man- 
ager of publications and advertising 
of Kennametal, Inc., Latrobe, Pa. 


Names Representative 

The Cape May County Gazette, 
Cape May Court House, N. J., has 
appointed Greater Weeklies, New 
York, as its special representative. 


Forms New Department 


Ohio Tool Company, Cleveland, 
has opened a public relations office 
with Dorothie E. Schlect, former 
advertising manager, as director of 
public relations and advertising. 
Plans for retailing the company’s 
postwar products will be developed 
through this department, which is 
located at 1623 NBC building, 
Cleveland. 


Named WPB Director 


James A. Folger, former president 


57 


‘Monroe Joins Agency 

| Robert Allan Monroe has joined 
ithe radio production department of 
| Donahue & Coe, New York. He was 
previously with Station WOSU, Co- 
lumbus, WHK, Cleveland, and 
WLW, Cincinnati, and recently a 
|program writer and producer in 
|New York. 


Three Join H-S-B 

Eileen Holbein and Stella Chaney 
have joined the copy department, 
and Mary Ann Kasper has joined 


the production department of Hill- 


J. A. Folger & Co., San Francisco, man-Shane-Breyer, Los Angeles. 


has been appointed regional direc- 
tor of the WPB, with headquarters ° . 
in San Francisco, Mr. Folger re-|Joins Four A’s 

signed from the company to join Muir & Co., New York, has been 
WPB as director of priorities, later | elected to membership in the Amer- 
becoming deputy regional director|ican Association of Advertising 
for the six western states. Agencies. 


have nvited merchandisers through- 
out the country to appear at one of 
9 conveniently located cities to 
explain their individual business 
worr.es. Officials expect that these 
interviews will supply insight into 
changes that a scarcity economy has 
made in the flow of goods through 
distributive channels to the ulti- 
mate consumer. 

The interviews will be conducted 
by representatives of the Office of 
Civilian Requirements and the War 
Food Administration, with WFA 
confining its activities to food mer- 
chants. 

Emphasis on Distribution 


OCR, under Arthur D. Whiteside, 
has placed great emphasis on dis- 
tribution problems as well as the 
more widely publicized production 
programs. Recently, Mr. Whiteside 
took a first step toward priming the 
civilian distribution machinery by 
issuing directives reserving fixed 
proportions of essential goods for 
the home front. 

Mr. Whiteside has repeatedly as- 
serted in public that there can be no 
solution to the civilian supply prob- 
lem until the distribution machinery 
is in hand. For that reason, he has 
taken an interest in the manpower 
problem of service trades, explain- 
ing that it does no good to produce 
essential goods for civilian use if the 
service trades are wiped out. 

Much of the questioning at the 
interviews will be designed to aid 
the government in determining how 
merchants have adjusted their busi- 
nesses to war conditions, and what 
government action, if any, should be 
considered to insure effective dis- 
tribution of goods. The results of 
this investigation will be related to 
the results of a similar inquiry re- 
cently completed among producers. 


May Submit Statements 


Although a 15-minute limit has 
been set on each interview, mer- 
chants will be invited to submit 
additional written statements. Only 
merchants actively engaged in busi- 
ness or executives representing 
these stores will be interviewed. 
Merchants have been invited to 
arrange a convenient time for the 
interview by writing their local 
WPB officials. 

Answers will be sought to such 
questions as: “Is your community 
getting a reasonable share of the 
ds that are being produced; are 
ur suppliers serving you ade- 
uately; must you buy unwanted 
ticles from your supplier in order 
get articles you need; are there | 
pliers available to replace those 
who have gone out of business?” 

‘ther problems that WFA and 
WPB interviewers are interested in | 
ude: 
Are suppliers making it difficult | 
mpossible for you to get your | 
allotment of goods by changes | 
ales terms; is there a shortage | 
certain areas of retailers and | 
lesalers; how is the flow of | 
foods affected by existing WFA| 

WPB orders; how do you dis- | 
ute scarce goods among your | 
omers; what can be done to im- | 
ve distribution of 


99 
is? 


ee 


| 
} 


f) 


available | 


Seek Sales Figures 


ach merchant will be asked his 
sales in dollars for the first six 
iths of 1941, 1942, 1943; his mer- 
ndise receipts in dollars for the 
e years, and his most recent in- 
tory figures, with comparative | 
ires for the same date in 1941 
1942. 
ities which have been selected 
interview points are Springfield, 
ss., Minneapolis, Salt Lake City, | 
hmond, Dallas, Harrisburg, Des 
ines, Los Angeles, Vicksburg, | 
cinnati, St. Louis, Sacramento, | 
mphis, Springfield, Ill., Kansas | 
y, Fort Wayne, Denver, Seattle, 
anta and Syracuse. Hearing; 


MODE R N ARMY N U R SE eco Miracle of Resourcefilness 


Every good nurse is not necessarily a 
good army nurse. A nurse in “the Service” 
must have high resistance to fatigue and 


disease . 


. . must be able to carry out orders 


toa “T”... but even more important must 
have remarkable resourcefulness for acting 
on her own in strange and dangerous Cir- 
cumstances. And she must have a cheerful- 
ness that sets an example for fortitude. 

To find such merits combined all in one 
nurse means examining, pre-testing, in- 


* 


* BACK THE ATTACK 


vestigating with extraordinary care. 

Adirondack Bond is “picked for the job” 
because it’s watermarked 100% sulphite 
bond paper that can take it to perfection— 
printed, typed, or written. 


INTERNATIONAL PAPER COMPANY 


220 East 42nd St. New York, N. Y. 
PAPERS FOR PRINTING AND CONVERTING 


WITH WAR BONDS * * * * 
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print monthly. June and July or-| 
ders, however, exceeded this by 30,- 
us0 to 40,000 tons resulting in a 
‘horizontal 12% cut in June and 13% 
in July by Canadian manufacturers. 
This inequitable distribution of 
|/paper made its mark in June and 
July, he said, when publishers or- 
dered between 30,000 and 40,000 
/more tons of paper than the Canad- 
|ians could deliver. Promptly Canad- 
(Continued from Page 1) ian authorities ordered a horizontal 
; a |cut of 12% in June and 13% in July, 

selves the merit of the case.” Mr-.|hitting both the conscientious pub- 
Bitner was obviously disturbed by|jjcher who had reduced his news- 
the figures on grants to Hearst | print by 15% and the selfish pub- 


Pearet Pn is on leave from the lisher who increased his by 20%. 


- , _ | The bulk of the letter was devoted 
Meanwhile, with paper supplies|t, administration of appeals. When 

and allotments for magazines still|, peals were announced Aug. 2, 

unsettled for the fourth quarter, |1943, on demand of Rep. Maas, Mr. 

Rep. Boren, chairman of a special | wise said, “rumors of the generosity 

House committee investigating | of the rationing agency were ade- 

newsprint, announced that his com- |quately confirmed.” 

mittee would resume public hear- | 

ings Oct. 7 on the production and | Says Industry Shocked 

use of newsprint. Rep. Boren said | alien : ' 

that the first few days would be de- | Pr age ye yeaa = agg 

voted to production problems but charged that “the he : 


Bitner Seeks Vote 
of Confidence on 
Newsprint Action 


that the use of newsprint and the 
administration of the orders would 
probably come up. 

Mr. Wise’s letter had been widely 
circulated among publishers. It 
challenged both the original curtail- 
ment formula of L-240 and the 
operation of its appeals machinery. 
Explaining that L-240 was supposed 
to provide a 10% saving in paper, 
Mr. Wise declared that actually, 
with the additional 5% cut of July, 
1943, total reductions are still only 
8.4%. Using his own paper as a 
guinea pig, he said the original for- 
mula had meant a current news- 
print reduction of just over 3%. 


Cites Canadian Warning 


Turning to enforcement of the or- 
der, he pointed out that the Can- 
adians had warned before the start 
of the third quarter that they could 

only deliver 210,000 tons of news- 


A DIRECT MAIL 
ADVERTISING SERVICE 


John a McElwain & Co. 


Phones Webster 2336-7 


607 S. DEARBORN ST. CHICAGO 


industry was 
shocked to learn that while impos- 
ing restrictions calculated to result 
in saving 10% in the use of news- 
print, but failing by 50% to do so, 
|WPB had actually granted extra 
tonnage applications in an amount 
that represented 9.86% of the ton- 


nage Canadian authorities had 
agreed to supply. . 

The “lion’s share’ went to ten 
cities, he said—Philadelphia, Chi- 


cago, New York, Detroit, Los Ang- 
eles, Baltimore, Washington, St. 
Louis, Boston and Seattle. Eliminat- 
ing certain small allotments, he con- 
tinued, “we find the remaining 35 


newspaper organizations listed in 
ithe ten cities actually got 91,806 of 
\the 124,314 total tons of additional 
newsprint issued, or 73.8%.” 

“The writer believes it an ines- 
capable fact, although arguable,” 
Mr. Wise said, “that the notorious 
bitterness of competition between 
the newspapers of at least nine of 
the ten cities has had more to do 
with their successful appeals for 
|newsprint than the needs of the cit- 
izens.” 


Mentions Chicago Rivalry 


True, he said, the majority of 
\these cities have great war booms, 
jbut, New York, third on the list, 


PLAN 'E' PRESENTATION PROGRAM 


"E" for outstanding service. 


Advertising Age, October 4 


out that the Sun, which w 0 
published before Pearl Harbo a 
17,525 tons of the nearly 20,0; = 
of additional newsprint con oa 
by Chicago publications. He led 
that 1,429 tons were used ) py 
during the first six months of 443 
indicating that Field publica: ..”’ 
the Chicago Sun, PM and Pa a 
had in six months used 24,32: 4). 
that were not in such fashioy 4). 
sumed in 1941. 

“Still another important fa, in 
current additional newsprint oy- 
sumption is the large to age 
granted the Hearst publicat »<.» 
Mr. Wise pointed out. He pres. ,teq 
figures showing that 17 F arg 
newspapers received 22,972 t of 
extra paper, while 31 other VS~ 
papers in the same commu) ‘ties 
were granted 19,870 tons. 
| 

Others Used Less 
Chicago Wheel & Mfg. Co., whose wartime problem was not conversion, but The Hearst publications hac an 
increased production of its essential grinding wheels, recently received the Navy average consumption of 1,363 ions 
Shown here, planning the presentation program, of additional newsprint in the | wo- 
are, left to right: Lt. Comdr. E. R. Smith, chief, Navy radio school, University quarter period, while all Hearst 


of Chicago; Col. C. J. Otjen, commanding officer, 3rd district, Sixth Service 


Command, who made the presentation; 


John Harrington, WBBM, emcee; A. T. 


Dalton, advertising manager; Lt. Dermott, public relations officer, Sixth Service 
Command. 


including its Jersey City area, has 
lost 436,000 residents between 1940 
and 1943. “On the other hand, the 
bitterness of its newspaper rivalry 
is second only to Chicago,’ he 
added. 

“It is also difficult to accept the 
premise that no newsprint is allo- 
cated on the basis of increased ad- 
vertising linage,’ Mr. Wise com- 
mented. Pointing to Media Records 
advertising linage in 52 major mar- 
kets, he expJained that uverage ad- 
vertising gain in the first six months 
of 1943 was 11.3%. “Yet in the ten 
cities named above, the percentage 
of advertising gain in 1943 over 
1942 was far in access of average 
performance,” he said. 

He cited these percentages: Los 
Angeles, 26.2; Detroit, 25.06; Chi- 
cago, 18.0; Boston, 17.7; Philadel- 
phia, 17; St. Louis, 15.8; Baltimore, 
15.5; New York, 14.3; Seattle, 13.9; 
Washington, 10.9. 

“Nor must it be assumed that the 
citizens of these 10 communities 
clamor for their newspapers to such 


WORCESTER’S FAVORITE 


Makes your brand name a household 
word in CENTRAL NEW ENGLAND 


Less drudgery, better ways to run a home, 
more appetizing meals, round-the-clock point- 
ers for happier living—that’s Mildred Bailey's 


Afternoon Journal on WT 
England women call her 
good reason. She knows the 
What she says is phrased in 
with a New England sense 


When You Buy Time— 
Buy An Audience 


WTAG 


WORCESTER 


AG. Central New 
“housewise” with 
meaning of home. 
homey expressions 
of fitness—a little 


for more. 


of the old, plenty of the new, but always free 
of scientific language. 

Her program is a rare setting for your 
product. Her housewise approach spells house- 
hold acceptance. 
the national advertisers who have come back 


Perhaps you'd like to know 


Ask for the whole story of Mildred Bailey. 


Basic 


PAUL H. RAYMER CO. 
National Sales Representatives 
Associated with 


Worcester Telegra:, _-zette 


an extent that papers published 
therein seek additional newsprint 
solely in the interest of public serv- 
ice,” the letter said. 


Lists Inducements 


Mr. Wise listed Four A’s figures 
from “Market and Newspaper Sta- 
tistics” citing daily circulation in 
each of the ten cities connected with 
inducements such as special prices, 


miums. 
was 626,947, with Philadelphia and 
Chicago accounting for approxi- 


geles, 125,000. 


newspaper’s circulation was con- 


ments. 


include 13.4% 
ducements. 


1942 to March 31, 1943, 
inducements have continued. 
clusion of these statistics indicates 
that competition, not mere need, has | 
had an important if undetermined | 
effect on applications and grants for | 


said. 
Policies Criticized 


Appeal policies of the printing 
and publishing division had been 
hotly criticized at the September 
newspaper advisory committee 
meeting. These complaints have al- | 
ready had important results. Shortly | 
after the session, the division began 
publication of periodic incompiete 
reports on approved paper grants. It 


processed within a month of the 
time they were received. Publish- 
ers were instructed to submit ap- 
peals at least 15 days before the 
quarter in which the paper is to be 
used. 

After outlining the general ap- 
peals situation, Mr. Wise continued 
his letter by discussing supple- 
mental paper grants to specific pub- 


insurance policies, contests and pre- | 
Total of such circulation | all 


| 


mately 190,000 each, and Los An- | ceived only 76 tons in the first 


competitors (with the Chicago § 
excluded) consumed an avera 


728 tons, the Hearst newspi:pers 
averaging nearly twice as much as 
the average competitor, he said 
While additional tonnage dropped 
8,000 tons or 12.6% in the second 
quarter, Mr. Wise noted, Hearst 
newspapers got 22.9% more news- 
print in that period. Excluding the 
Chicago Sun, Hearst papers got 
21.5% of paper granted 309 news- 
papers. 


Discounting Parade and _ The 
American Weekly, Mr. Wise said. 
Hearst papers together with Mr. 
Field’s Chicago Sun and PM ac- 
counted for 41,994 tons or 33.7% of 
additional paper granted all 
newspapers in the United States. He 
noted that Gannett papers had re- 


quarter and none in the second, 


In Philadelphia, it was pointed|while Scripps-Howard papers used 
out, the city which got more news-/|1,272 extra tons in the first quarter, 
print than any other, 23.6% of one|and 979 in the second. 


Mr. Bitner was obviously upset at 


nected with inducements; in Los | the possible implication of favorit- 
Angeles 30.2% of one paper’s circu-| ism toward the Hearst papers. 
lation was connected with induce-| his answer to the advisory commit- 
Philadelphia and Los An- | tee, the WPB executive declared, 

geles circulation was reported to| “You gentlemen know that newspa- 
connected with in-| Per appeals for ex-quota tonnage 


In 


have been handled under the direc- 


These statistics, it was pointed | tion of the administrator of order 
out, cover the period of Sept. 30, | 


L-240, Mr. Matthew G. Sullivan. 


and the; Grants have been recommended in 
writer said he did not know if the| accordance with established stan- 
“In-| dards and rules and, I can assure 


you, without favoritism.” 
Doesn’t Consider Appeals 
Mr. Bitner explained that as di- 


additional newsprint tonnage,” he| rector of the division, his work did 


not involve considering these ap- 


‘peals, for printing and publishing 
|handles magazines, 


books and al! 
kinds of commercial printing. 
“After appeals have been proc 
essed by the newspaper section,” he 
explained, “the administrator may 
deny any appeal. The appellant may 
then go to the appeals board for re 
view. Ex-quota tonnage is recom 
mended by the administrator, th: 
file is submitted to a divisional a} 


also published a list of the specific | peals committee and t “ye 
arguments that should be presented | biew, . o me for 1 


in appeals for extra paper, and|change any appeal recommendation 
promised that all appeals would be|of the administrator). Then it gox 


(I have never sought { 


to the War Production Board a; 
peals board for final action. The ad 
ministrator makes no awards < 
tonnage but merely recommends t 
the appeals board,” he said. 

“All grants, without exceptior 
are made by the appeals board 
which has complete authority an: 
which is entirely independent of an 


|division or agency.” 


|lishing organizations. He directed | 
|his fire at Parade, a Sunday supple- | Offer Not Taken 
/ment published by Marshall Field, | . or 
‘and the Hearst newspaper chain. Mr. Bitner said the division ha: 
“Although no exact figures of | asked ANPA to appoint a committee 
newsprint consumed for Parade are |tO examine the records, includins 
available to the writer,” the letter; Work sheets, of any papers in any 
continued, “he is not far from accu- |city that may be selected. He saic 
rate in estimating that this publica- | there has been no acceptance of thi: 
‘tion is currently consuming news-|Offer, or of a similar offer to the 
print at the rate of 10,000 tons per |task group that functioned up until 
lannum. Quite obviously the con-|the September industry advisory 
sumption is not charged against con- |Committee meeting. eae 
‘sumption by Field publications, but| “It is the hope of this division 
| against the newspapers by which | that the industry committee, at our 
‘the supplement is distributed. forthcoming meeting, will place it- 
|self definitely on the record as to 
Given Additional Newsprint the administration of the newsprint 
| “While it is impossible to say to | limitation order,” he said. He prom- 
what extent distribution of Parade |ised that a more detailed statement 
‘caused the publishers buying it to|on the Wise charges would be pre- 
‘apply for ‘additional’ tonnage, the|Pared by Mr. Sullivan in advance 
‘fact remains that all newspapers|of the Oct. 19 advisory committee 
lsave one or two distributing this|meeting. _ > 
|supplement were granted additional Meanwhile, no decision has yet 
newsprint in one or both of the first | been made on magazine tonnage for 
‘two quarters of this year.” the fourth quarter. It is understood 
| Mr. Wise commented that “Mar-|that a magazine industry advisory 
| shall Field’s entrance into the pub- committee meeting will be held late 
lishing business had a dramatic ef-|in October to consider whether to 
|fect on grants by WPB of additional |accept further cuts in magazine 


| tonnage of newsprint.” He pointed | paper during this quarter, or to hold 
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next year, With deeper cuts 
sophie at that time. 
o> eluding his letter, Mr. Wise 
the king’s horses and all 
s men cannot rectify the in- 
that has been done those 
»ooers employing heroic mea- 
conserve newsprint, while 
Foclining the temptation to get in 
é. h and fight for every ounce 
dly dwindling supply.” 
; no time for newspapers to 
ich others’ throats, he de- 
t is to the simple interest of 
papers to see that no ad- 
is taken by any other news- 
‘aner seeking a disproportionate 
‘hare © a short paper supply. 


MAA WORLD-HERALD’ 
uiTs EXTRA ALLOTMENTS 


Omaha, Oct. 1. — Yesterday’s 
world Herald, in an editorial headed 
«\ G owing Scandal,” decried the 
fact that some 40,000 tons of news- 
print in excess of allotments have 
een given to between 300 and 400 
newspapers, and declared that “these 
requests and grants are neither 
creditoble nor encouraging.” 

“A rule of equal rights for all and 
special privileges for none, in this 
1s in every other control of short- 
is the only rule that should 


ages, ; - ( : l 
be considered,” the editorial said. 
“The failure to adopt and enforce it 
is a growing scandal,” 


Most newspapers, the Omaha 
paper said, are accepting a bad 
situation as it exists and are doing 
their utmost to make the best of it. 
“Because there is a_ shortage of 
newsprint they are limiting 
their advertising space, limiting 
rather than seeking to expand their 
circulation, carefully editing and 
ewriting news articles and features 
to reduce the demand on space... 
They do it gladly, in the spirit of 
genuine and hearty cooperation 
with war measures and war necessi- 
ties. They cheerfully practice the 
policy they preach to others—to 
conform, to accept, to cooperate. 
f Without protest and without appeal 
for favors, they operate on the 
quotas regularly allotted. 

“A relatively few newspapers 
adopt a different course. They re- 
fuse to make sacrifices. They push 
s vigorously for expansion of 
circulation and advertising as if 
here were no menacing shortage. 


Then they cry for more than their 
share of newsprint. And every ad- 
ditional ton of newsprint granted 
them not only inflicts hardship up- 
on them but actually endangers all 
other publishers.” 


GIVEN MORE PAPER 


Canberra, Australia, Sept. 30.— 
Government officials announced this 
week that, because of the need for 
increased circulation among Allied 
personnel in Australia, newspapers 
may expect a 5% boost in news- 
print for the fourth quarter of 1943. 

All newspapers will share in the 
general increase. The extra allot- 
ment, officials explained, cannot be 
used to increase the size of the 
dailies but must be used for extra 
copies to meet the increased de- 
mand. 


Regional Offices 
to Spur Pulpwood 
Production Opened 


Washington, Sept. 30.—The War 
Production Board today set up 
seven regional pulpwood production 
offices to help solve problems af- 
fecting the output of the industry. 

Heads of the offices will be an- 
nounced shortly, A. B. Hansen, 
deputy director of the WPB pulp 
and paper division, said. Primary 
purpose of the offices will be to ease 
manpower, transportation and price 
difficulties with a view to stepping 
up production of vitally necessary 
pulpwood. 

U. S. offices are located at Seattle, 
Green Bay, Wis., Boston, Charles- 
ton, W. Va., Atlanta and New Or- 
leans. A Canadian office will be 
opened in Ottawa. 


PULPWOOD LACK SERIOUS 


New York, Sept. 29.—Despite the 
results shown by the efforts of 
newspapers, 
the paper industry, lack of pulp- 
wood still threatens paper mill 
shutdowns and a paper scarcity, 
R. J. Cullen, chairman of Interna- 


tional Paper Company, warned in a 


recent report to newspapers. 


“Wartime demands necessitate an 
increase in pulpwood production,” 


the government and 


ything considered — cost, availabilities and station listenership — 


YZ offers you the outstanding radio buy in the great Houston market. 


our Branham man, in a matter of minutes, gladly will prove this 


nent. Telephone him today. . 


. or write to this station for radio 


on the rapidly-growing Houston market. 


Mr. Cullen said. “We cannot afford 
to slacken our pace for a moment, 
and we should not be deceived by 
spotty improvements in _ receipts, 
caused by the slight seasonal up- 
turn, into believing that we no 
longer face the danger.” 

An acute manpower shortage 
exists in the woods, he continued, 
due to the normal supply of rural 
and farm labor being reduced 
sharply by Selective Service boards, 
solicitation of labor agents for war 
plants and a general shift of labor 
from the farm to the cities. The 
drafting of fathers will also drain 
other young men from pulpwood- 
producing areas, he said. 


Aubrey, Moore Continues 


Shoe Company Account 


Willard B. Colovin, Inc., New 
York, is handling the limited insti- 
tutional campaign for Julian & Ko- 
kenge Company, Columbus, O., shoe 
manufacturer, recently released to 
consumer and business publications 
(AA, Sept. 27). 

Aubrey, Moore & Wallace, Chi- 
cago, continues to handle copy for 
the company’s Foot Saver and Dr. 
Locke shoes for women. 


Promotes Champ Cleanser 

Champ Laboratories, Toronto, has 
launched a campaign for Champ 
cleanser in Vancouver newspapers, 
which will soon be extended East. 
R. C. Smith & Son, Toronto, directs 
the account. 


Zobian Joins Kastor; 
Hartell Named A.M. 


Ernest Zobian has resigned as ad- 
vertising manager of A. C. Barnes 
Company and Zonite Products Cor- 
poration, New York, to join H. W. 
Kaster & Sons advertising agency. 

Eric Hartell, advertising manager 
of Forhans and Larvex products, 
has been appointed advertising 
manager of Zonite Products Cor- 
poration in charge of advertising of 
all products. He has been advertis- 
ing manager of Forhans for the past 
eight years, and of Larvex since 
1939. 


Reingold, Stewart 


Join Biow Company 

Harold I. Reingold has joined 
the Biow Company, New York, in 
an executive capacity. Mr. Reingold 
was formerly with Schenley Distil- 
lers Corporation, and before that 
was advertising manager for Old 
Mr. Boston whisky. 

H. Malcolm Stewart has joined 
the agency as director of outdoor 
advertising. He formerly held the 
same position with Campbell-Ewald 
Company. 


Appoints Agency 

Brisacher, Davis & Van Norden, 
Los Angeles, has been appointed by 
Lyme Acres, marketer of Lyme 
Acres limes, to direct its advertis- 
ing. A campaign in The New Yorker 
and Gourmet has been scheduled. 


59 
Carter Appoints Kremer 

Carter Mfg. Company, Memphis, 
manufacturer of trailers and truck 
bodies, has appointed Merrill 
Kremer, Inc., also of Memphis, to 
handle its advertising. Media will 
include business papers and direct 
mail. 


Hogg Promoted 

G. Fred Hogg has been appointed 
sales director of the naval stores 
department of Hercules Powder 
Company, Wilmington, Del. Mr. 
Hogg has been with the company 
since 1929. 


Yorash Account to W&G 


Korach Bros., Chicago, has ap- 
vointed Weiss & Geller, Chicago,. 
for promotion of its line of women’s 
clothing and furnishings. Fashion 
and general magazines will be used. 


iel’s to Esty 

Piel Bros., Brooklyn, N. Y., has 
appointed William Esty & Co. to 
handle the advertising of Piel’s 
beer. 


Cultivate the nation’s rich 
% BILLION DOLLAR 
POST-WAR PREMIUM MARKET 
Now through 


Business Promotion Magazine 


A 
SCRIPPS-HOWARD 


NEWSPAPER 


“CLEVELAND 


on our third quarter newsprint quota. 


in advance of publication date. 


WHERE'D YA PUT TH’ 
PAPER STRETCHER? 


@ We'd be willing to live in a nest of “type lice”, or chase all 
over hunting a left-hand monkey wrench or a bottle of Ben Day dots if Elmer or 
somebody else would dig up that fictitious scourge of new newspaper employees 
—the paper stretcher. Honest, we need it. Try as hard as we can, we have not found 
a way to print 3000 lines on a 2520-line page. Neither can we print forty pages 
on newsprint allowed for thirty. Even with retail and classified advertisers accept- 


ing a 20% cut in space, we still could not meet the demand of national advertisers 


We anticipated a national gain of 10% and were prepared for it. But we had 


no idea the middle of September would find us with a gain of 39%. We weren't 


/ 
/ 


prepared for so much news breaking from Italy all at one time. Neither did we 


realize that our circulation would get out of bounds on both good and bad news. 


In short, we were overwhelmed by the Power of Presstige with both readers 
and advertisers, and found too late that we had outgrown the suit the War Pro- 
duction Board had cut out for us. This forced us into something we hoped we 
would never see. Hence, we not only had to refuse all September copy received 


after the 17th, but even had to leave out 17,000 lines already contracted with us. 


We don’t want this to happen again at the end of the next quarter, and will do 
everything in our power to avoid it. Meanwhile, you can help us do justice to all 


of our advertisers if you will notify us of all space requirements as early as possible 


The Cleveland Press 
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Gibson Expands 
‘43-44 Schedule 


Greenville, Mich., Sept. 29.—Pro- 
jecting the use of its electrical 
kitchen equipment into the postwar 
period, Gibson Refrigerator Com- 
pany revealed this week that it has 
expanded its 1943-44 national ad- 
vertising schedule. 

The company plans to use Good 
Housekeeping, Liberty, Life and 
other magazines, changing from 
black and white copy to two and 
four-color advertisements with No- 
vember insertions. Color copy will 
continue to be used through the 
spring of 1944. 

Gibson advertising will stress the 
exclusive Freez’r shelf and Strata- 
Zone features of its prewar re- 
frigerator models. The Gibson 
Kookall electric range also will be 
displayed. 

W. W. Garrison Company, Chi- 
cago, handles the account. 


Names Salzman Agency 

First Caramel Malting Corpora- 
tion, Paterson, N. J., has placed its 
account with Hal A. Salzman As- 
sociates, New York. Business papers 
and direct mail will be used. 


Joins Mathes Publicity 


C. F. Greeves - Carpenter has 
joined the publicity department of 
J. M. Mathes, New York. He was 
formerly with Lockhart Interna- 
tional Agency. 


'Launch Health Drive 


Scott & Bowne (Canada) Ltd., 
Toronto, has scheduled a campaign 
in Canadian daily and weekly news- 
papers and national week-end pub- 
lications to promote health protec- 
tion on the home front. Atherton 
& Currier, Toronto, is the agency. 


Joins Owens-Illinois 

Eugene J. Robb, formerly with 
the sales department of Eastman 
Kodak Company, Rochester, N. Y., 
has joined the merchandising divi- 
sion of Owens-Illinois Glass Com- 
pany, Toledo. 


Named Sales Manager 

Frank A. Rudolph, eastern re- 
gional manager, has been named 
eastern sales manager of Aircraft 
Accessories Corporation, Kansas 
City, with offices in Rockefeller 
Center, New York. 


Beer Account to Fertig 

The Sellers Company, Chicago, 
sole U. S. agent for Van Merritt 
beer, has appointed Lawrence Fer- 
tig & Co., New York, as advertising 
ia National magazines will be 
used. 


To ‘Chain Store Age’ 


David Lawlor, formerly with 
Dun’s Review and former editor of 
Ice Cream Journal, has joined the 
editorial staff of Chain Store Age, 
New York. 


Opens Own Office 


William A. Rorison, manager of 
publications and publicity, Servel, 
Inc., Evansville, Ind., has resigned 
to establish his own public relations 
concern at 135 S. LaSalle St., Chi- 
cago. 


Launch Chivers Campaign 


Chivers’ Orange Marmalade, now 
being manufactured in the United 
States, has launched a campaign in 
a wide list of newspapers through 
Tracy, Kent & Co., New York. 


Designer Joins Van Doren 


Russell R. Kilburn, industrial de- 
signer, formerly with Walter Dor- 
win Teague, New York, has been 
named resident manager of the 
Toledo office of Harold Van Doren 
& Associates. 


Loveless Succeeds Cook 


Ellis Loveless has been named to 
succeed Franklin S. Cook as adver- 
tising manager of the Ledger-Dis- 
patch, Norfolk, Va. He will con- 
tinue as assistant business manager 
of Norfolk Newspapers, Inc: 


New Hazard Account 


Advertising of Wailes Dove-Her- 
miston Corporation, Westfield, N. J., 
manufacturer of Bitumastic indus- 
trial coatings, has been placed with 
Hazard Advertising Corporation, 
New York. 
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Price Lists 


monotype. 


Color 
master pressmen 


presses, 


from Chicago 


The 


matter direct 


distribution facilities of 


eeeeeneetfieeme 


Telephone 
WABash 3380 


OUR SPECIALTIES 


Paper Covered Books 


Catalogues Publications 
Booklets 

Flyers House Organs 
Proceedings Convention Dailies 


General Printing 


Typesetting Always clean linotype and 
Standard and special type faces, if 
desired, from our own machines and type foundry 


Presswork We have the most modern presses 
to produce any type of printing job economically 
one or more colors, operated by 


Binding Any type of binding, machine gather- 
ing, machine covering and special trimmers 
this modern equipment gives economy 


the central point of 
our binding and 


post office or Customer as fast as our 


mailing departments are so equipped that we de- 
liver to the 
presses print. 


CATALOGUES 
PUBLICATIONS 


__ GENERAL PRINTING 


One of the largest, most efficient and completely 
equipped printing plants in the United States 
(The former Rogers 3 Hall Co. Plant) 


Printers. 


Management. 


Again 


Mailing If desired, we mail your printed 


large or small. 
obligation 


PRINTING PRODUCTS CORPORATION 


NATIONAL 


Printers 


ONE OR MORE COLORS 


Polk and La Salle Sts., Chicago, Ill, 


ey, * Os 
Bt G its i, "7 I 
PROF Pad os 


Excellent Quality 
Due to— Modern Equipment and Master 


Quick Delivery 


Due to—Modern Automatic Machinery — 
Day and Night Service. 


Right Price 


Due to—Superior Facilities and Efficient 


Satisfied Customers 
Quality, Service and Economy in good 
printing keeps all satisfied. We have solved 
many printing, 
vertising and mailing problems. LET US 
SOLVE YOUR PROBLEM. 


WE EXCEL 
IN OUR SPECIALTIES 


Let us estimate your printing needs —however 
Estimates place you under no 


LOCAL 


publication, catalogue, ad- 


Dun & Bradstreet, Inc. Rates 
Printing Products Corporation 
and Associates over $1,000,000 


Highest Credit | 


>. 


Advertising Age, Octob, 1949 


cash with order. 
rates): % in., 


All 


The Advertising Market Place 


The rates for this department are as follows: 
“Positions Wanted,” “Representatives Wanted,” 
tatives Available,” 30 cents a line, minimum charge $1. 

other classifications 
2.75; 1 to 3 in., $4.75 per inch. 


—, 


“Help Wants 
and “Repres, 
Ter 


(single insert 


REPRESENTATIVE WANTED 
Wanted 
Good Publishers’ Representative 
For a Good Trade Journal 

We want a man who is now repre- 
senting select small group of non- 
competitive trade publications in New 
York and surrounding territory to 
take on our journal. Our publication 
is one of the oldest in the trade and 
carries more volume of national ad- 
vertising than any other in the United 
States in its classification. The proper 
man will fall heir to a nice volume of 
business but must prove that he is a 
go-getter and is capable of producing 
new business. Fine opportunity for a 
well-known and reputable representa- 
tive who needs one more good publi- 
eation to fill out his list. Give full 
details of experience, territory cov- 
ered, publications represented, refer- 
ences, age, etc., in first letter and en- 
eteee a photograph of yourself with 
etter. 

Box 4336, ADVERTISING AGE 
100 E. Ohio St., Chicago, 11 


HELP WANTED 


COPYWRITER — Medium sized well 
established N. Y. agency seeks copy 
chief. Versatile along technical, chem- 
ical, industrial and agricultural lines. 
Excellent opportunity. Salary de- 
pends on individual. Replies confiden- 
tial. 

Box 4342, ADVERTISING AGE 
330 W. 42nd St., New York City, 18 
PART-TIME BOOKKEEPER — Small 
advertising office on Near North Side, 
Chicago. Work days, evenings 
Saturdays. Call DELaware 5230. 
Editorial assistant for established 
trade magazine. Experience desirable, 
but enthusiasm and potential ability 

will qualify. 
30x 4340, ADVERTISING AGE 
100 E. Ohio St., Chicago, 11 
Research Office Manager: Must be ex- 
pert in tabulation procedures, able to 
train and direct growing staff. Work 
and responsibilities are heavy. Young 
New York firm. Age not material, but 
pace is fast. Salary $3200. 
Box 4339, ADVERTISING AGE 
330 W. 42nd St., New York City, 18 
COSMETIC SALES COPY 
Versatile woman copywriter with ex- 
tensive experience in cosmetic sales 
promotion field, broad knowledge of 
products and application, market and 


style trend, to help prepare training 
literature for sales personnel and 
demonstrators, write sales. letters, 


consumer brochures, ete. Exceptional 
opportunity with old and progressive 
organization in upstate New York. 
State fully qualifications, experience 
and salary desired. Enclose recent 
snapshot. 

Box 4338, ADVERTISING AGE 
330 W. 42nd St., New York City, 18 
EDITOR WANTED—Well known busi- 
ness paper in building field wants ca- 
pable young man for Assistant Editor, 
Chicago office. ood pay, excellent 
future in field with rare opportunity. 
Apply by letter stating qualifications, 
age, salary requirements. AMERICAN 
BUILDER, 105 W. Adams S8t., Chicago, 

Illinois, 


ASSISTANT CIRCULATION MANA-~ 
GER wanted for national magazine 
published in Chicago. Preferably 
young woman experienced in keeping 
A. B. C. records. Good starting salary. 
Box 4332, ADVERTISING AGE 
100 E. Ohio St., Chicago, 11 


MAIL ORDER COPYWRITER 
for Chicago Agency. Requirements: 
varied experience, proof of ability, 
clean record, Opportunity: good sal- 
ary, chance to participate in agency's 
profits, advancement to executive sta- 


or 


HELP WANTED 
George Williams — 
COMMeKcUsAL PERSON \ 


Advertising & Publishing p, _ 
209 S. State St. — Chi °, lu 
POSITIONS WANTE! 

Young college woman pres: — 
ployed as assistant editor tra ADer 
Knowledge of make-up, pri a 
etc. Also secretarial advert 1. ae 
perience. Interested in posit with 
opportunity to use experien: ind a 
very good mind. Present sa} Bae" 

Box 4343, ADVERTISING gk 

330 W. 42nd St., New York « 18 
Ace Advertising Woman: \ tile 
writer with well rounded , eX] 
and creative ideas, wants 0; with 
agcy. handling national accts . 

Box 4344, ADVERTISING iE 

100 KE. Ohio St., Chicago 

Account and Public Relations exe. 
utive, 37 years of age now wi we 
Known national trade as tic 


wishes similar service in advertis), 
agency. Years of advertis and 
public relations experience based >» 
economics and law degrees. 


rried 
with two children. Prefer N« York 
Chicago or Los Angeles connectio, 
beginning January Ist. Could star 


November Ist. 

Box 4341, ADVERTISING AGRE 

100 E. Ohio St., Chicago, 

Advertising Woman—12 years experi. 
ence, space buying and billir me- 
chanical production, keep complet 
set books, typing, rough layout per- 
manent position in Middle West pre. 
ferred. 

Box 4337, ADVERTISING 
100 E. Ohio St., Chicago, 

YOUNG MAN 

out of college, advtg. 
like to meet agency or adytg 
dept. Object: interesting job. AV: 
able immed. Praft exempt. Prefer- 
ably Chicago area. 

Box 4333, ADVERTISING AGE 
100 E. Ohio St., Chicago, 1}! 

EMPLOYER WANTED 
Top ranking advertising salesman and 
executive with sales promotion and 
sales management background, now 
employed, seeks broader responsibili- 
ties and opportunities for his talents 
Has long successful sales record 


AGE 


Just 
would 


outdoor advertising. Can build and 
deliver effective presentations, also an 
able creative writer and planner 
Would make valuable man for agency 
staff, national publication or radi 
network. Midwest contacts. 

sox 4330, ADVERTISING AGE 


100 E. Ohio St., Chicago, 11 
There is a man available ' 
years old, with a thorough knowl: 
of graphic arts in all of its brar 


now, % 
dge 


hes 


He has handled all kinds of finished 
goods from their inception to the re- 
tail customer. He is financially sound 
energetic, dependable and of Frenc! 
Irish parents. Some advertising 


agency, radio station, Publisher, Pub- 
lication, Newspaper or Manufacturer 
will hire me to get new business 

Box 4324, ADVERTISING AGE 

100 E. Ohio St., Chicago, I}! 

LAWYER, specialist in ndvertising 
law, familiar with FTC and court rul- 
ings and their application to adver- 
tising copy writing, also nati: ly 
known as writer on advertising 
is available for position as hous: 
torney with large agency or acver- 
tiser willing to pay substantial saiary 
to man of unusual background and 
ability. 

3ox 4253, ADVERTISING AG! 

100 E. Ohio St., Chicago, 11 

A skilled commercial artist es 
free lance work—lettering, spot n- 
eral finish black and white drawings 
on a free lance basis. What hav u 


LW, 
at- 


associate 
culturist, Nashville, after serving for 


tus. Write fully. to offer? 
Box 4331, ADVERTISING AGE Box 4255, ADVERTISING AG 
100 E. Ohio St., Chicago, 11 100 E. Ohio St., Chicago, 11 
Navy Seeks Officer W. H. BROWNHOLTZ 
for General Sea Duty New York, Sept. 28. — Funeral 


New opportunities for men seek- 
ing to join the U. S. Navy as officers 
for general sea duty are now avail- 
able, according to Capt. E. S. Root, 
director of Naval procurement in 
the ninth Naval district. Age and 
physical requirements have been 
adjusted to raise the age limit for 
sea duty from 30 to 35 years, and to 
lower eye tests from 18/20 to 15/20, 
correctable by glasses to 20/20. 

Candidates should have at least 
two years of college training, and 
should apply to the Office of Naval 
Officer Procurement located in each 
major city, or to the ninth Naval 


| district office in the Board of Trade 


building, Chicago. 

The Navy emphasized that its call 
is issued only for those available 
for military service. 
not seeking the services of men who 


are engaged in essential industrial 


positions or in federal agencies,” the 


announcement says. 


Severson Named Editor 


Harold Severson has been named 
editor of Southern Agri- 


15 months as managing editor of 
the Southern Seedsman, San An- 
tonio. 


“The Navy is| 


| 


| 


services were held here last Thurs- 
day for Lt. William Howard Brown- 
holtz, 22-year-old son of Leslie 
Brownholtz, manager of the 
York office of O’Mara & Orms'ee, 
Inc., newspaper representative. —t. 
Brownholtz was one of 25 sol 
killed in the crash of an A) 
transport plane near Maxton, N. 
Sept. 21. 

Lt. Brownholtz received his e J- 
cation in Chicago, where his fat 
was manager of the O’Mara 
Ormsbee office for many years. 
enlisted in the Army air forces 
August, 1942, and _ received 
wings in May, 1943. 


LAURANCE MAYER 


Des Moines, Sept. 28.—Laura! 
Mayer, 53, president of Ro! 
Hosiery Mills, died Sept. 23 at 
home. 

Mr. Mayer started his busine 
career with Julius Kayser & C 
New York, as a clerk, eventual! 
becoming advertising manager 
then assistant to the first vict 
president. In 1929 he became vi 
president in charge of merchand 
ing, advertising and foreign sul 
sidiaries, and a director of the con 
pany. Mr. Mayer resigned in 194 
to head the Rollins Hosiery Mill 
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Fe 


4d Loan Promotion 
Sefs New Records, 
Bridve Reports 


(c atenued from Page 1) 
e in for the 3rd War Loan 


_ v being completed. 

“The (ollar volume of newspaper 
idvert’. ng of war bonds, he said, 
approx mates the combined expen- 
jitures in newspapers of the ten 
largest newspaper advertisers. It is 
runnin at the rate of $30,000,000 to 
635,00). 000 a year, representing 
‘pace purchases by hundreds of 
housands of advertisers. Not a 
dime public funds, Mr. Bridge 
emphasized, has been spent for 


Pec dvertising of the 2nd War Loan 
ril in 947 daily and weekly 


le ? A 
lad 4 


newspapers,” Mr. Bridge said, 
“reacned the unprecedented total of 
73.938 separate advertisements and 
72.632,802 agate lines of space—the 
equivalent of about 35,000 full pages 
f advertising. All types of adver- 
tising media cooperated splendidly 
during the April drive and did so 


again for the 3rd War Loan 
September. 


“Box Car” Figures Expected 


“Exact mewspaper’ advertising 
linage figures for the 3rd War Loan 
are not yet available, but linage 
exceeded the April figures by a 
wide margin. The 3rd War Loan 
was supported by more newspaper 
advertising than has ever before 
appeared anywhere, at any time, to 
sell anything. The figures will be 
of the box car variety. 

“The sales by individual news- 
papers ran as high as 200,000 lines 

equivalent of 80 full pages—of 
war bond advertising in September. 


in 


The importance of this classification | 


is indicated by the fact that war 
bond linage in newspapers during 
September probably exceeded the 
total of all advertising—local, na- 
tional and classified—published in 
all newspapers measured by Media 
Records. 

There is no virtue in these fig- 
ures merely because they are high, 
and in fact they would represent a 
waste of valuable newsprint, unless 
the advertising served a useful pur- 
pose. It did. No advertising cam- 
paign was ever more vital to the 
nation; no advertising has dem- 
onstrated to a greater degree the 
more exalted functions of advertis- 
ing as a necessary social and 
economic force serving the public 
welfare, 

“The unprecedented cooperation 
of newspapers and their advertisers 
is particularly noteworthy in view 
of the newsprint shortage. Many 
newspapers sold this advertising 
While at the same time they cur- 
tailed copy offered by valued com- 
mercial advertisers. Similarly these 
advertisers bought war bond ad- 
vertisements when accepting reduc- 
in space for their commercial 
uncements. 


Consistent Schedule Needed 
the enthusiasm for the coop- 


an! 


eration extended during the 3rd 
War Loan, we cannot forget the 
eve day job. At least a billion 
de s of war bonds must be sold 


public in October and again 


} 


PROMOTES CANADA'S 5TH VICTORY LOAN 


THE WAR ISN'T 
WON 


on LENDING = 
tergting %. <dowtem the was, host 


GET READY TO BUY 
MORE VICTORY BONDS 


ence mee meme COMM 


This magazine spread, appearing in color in October issues, is the initial release 
by the Advertising Agencies of Canada group on behalf of Canada's 5th Victory 
Loan campaign. 


in November and again in Decem- 
ber and again in every other non- 
drive month. This requirement 
points directly to the need for con- 
sistent, every-week schedules of 
war bond advertising. More than 
4,300 daily and weekly newspapers 
are running the continuing series of 
advertisements, and the number is 
increasing steadily. Hundreds of 
newspapers have sold one or more 
pages every week for a year or for 
the duration, and many hundreds 
of additional newspapers have 
schedules of 26 to 52 pages a year. 

“Most of these advertisements are 
prepared in advance of intended 
insertion dates, but timely copy also 
is released when the circumstances 
justify it. News of the surrender 
of Italy was received about noon 
on Sept. 8, on the eve of the open- 
ing of the 3rd War Loan drive. 
Special advertising was required. | 
Good copy was written by the War 
Advertising Council, approved by 
officials of the Treasury Department 


and in the hands of the telegraph 
company by 4 o’clock that afternoon 
for dispatch to the newspapers. 

“The advertisement appeared in 
many of the newspapers on the 9th, 
the opening day of the drive, and 
in many additional mewspapers 
during the next few days. Two 
other full-page advertisements were 
written and set and mats placed in 
the mails from New York on the 
10th. On other occasions adver- 
tisements have been prepared and 
mats mailed from Chicago within 
24 hours of the birth in Washington 
of a timely copy slant.” 

Mr. Bridge said that good copy 
is frequently prepared and used by 
advertisers, newspapers, and others, 
but that there are good reasons for 
using official copy, in view of the 
fact that it is in line with policy 
and provides the continuity possible 
only through the development of 
scheduled insertions. 


Sponsors’ Aid Encouraged 


“Newspapers are encouraged to 
sell war bond advertising to spon- 
sors rather than give it away,” Mr. 
Bridge continued. “The newspapers 
donate extensive news space and 
are entitled, in my opinion, to re- 
ceive pay for advertising. News- 
paper publishers have given and 
would continue to give some space 
also, but few newspapers can con- 


WERE TELLING THE WORLD 
about the COMING EMPIRE 


OF THE WEST 


IN OCT. 1 | 
WOMEN’S WEAR DAILY 
“The Retailer's 
National Newspaper” 
SPECIAL 40-PAGE SECTION 


IN OCT. 8 
MEN’S WEAR! 


“The Retoiler’s 
Newsmagazine’ 


SPECIAL 42-PAGE SECTION 


tinuously donate in adequate vol- 
ume the product they must sell if 
they are to remain in business.” 
Approximately 90% of the adver- 
tising running in weekly newspa- 
pers and an even higher percentage 
in daily newspapers is signed by 
sponsors other than the newspapers, 
and paid for at the rate established 
by the publishers. In many cases, 
he said, these are favorable rates, 


but invariably the rates are set vol- 
untarily by the publishers. 
“Periodically the opinion is ex- 
pressed,” Mr. Bridge said, “that 
newspapers cannot continue to ob- 
tain local sponsors for war 


dry.’ I do not think so. Since the 
summer of 1942 the newspapers 
have increased their war bond ad- 
vertising from a rate of a few mil- 
lions a year to the present rate of 
$30,000,000 to $35,000,000 a year.” 

Indicating the broad coverage 
provided by war bond advertising 
in newspapers, the Treasury repre- 
sentative said that in the non-drive 
month of July, 1,702 of the total of 
1,765 daily newspapers published 
war bond advertising, providing 
approximately 40,000,000 paid cir- 
culation. The average number of 
advertisements printed was 15, and 
the average size of the 25,110 adver- 
tisements published in that month 
was 624 lines. In addition, 2,600 
weekly newspapers published the 
continuing series of war bond ad- 
vertisements in July. 


Stewart Joins ‘Time’ 

Edward M. Stewart, formerly ac- 
count executive in the New York 
office of Benton & Bowles, has 


joined the New York advertising 
staff of Time. 


Joins Knox Reeves 

Madeline Levasseur, formerly 
with Pacific Northwest Publishing 
Company, Seattle, has joined Knox 


bond | 
advertising; that ‘the well has run| 


Reeves Advertising, San Francisco. 


61 
Phillips Adds Duties 


Thomas I. Phillips, a vice-presi- 
dent of Westinghouse Electric Mfg. 
Company, has been appointed head 
of the company’s Pittsburgh divi- 
sions, succeeding A. C. Streamer, 
who has been named assistant to 
the president. 


Burmester in New Post 

H. F. Burmester, for many years 
financial editor of the Press-Tele- 
gram, Long Beach, Cal., has been 
appointed to the newly-created post 
of editorial and business adviser to 
the publisher of the Press-Telegram 
and Sun. 


Airs Junket Program 

Chr. Hansen’s Laboratory, Little 
Falls, N. Y., has begun sponsorship 
of a morning radio show supervised 
by Joseph Jacobs Jewish Market 
Organization on Station WEVD 
New York, on behalf of Junket. 
Mitchell-Faust Advertising Com- 
pany, Chicago, is the agency. 


Malcolm Adds Duties 


S. F. Malcolm, sales manager of 


Borg - Warner International Cor- 
poration, Chicago, has been ap- 
pointed advertising manager in 
addition to his other post. 
Cohane Joins R&R 

John Cohane, formerly an_ac- 


count executive with Blackett-Sam- 
ple-Hummert, Chicago, has joined 
Ruthrauff & Ryan, New York, in 
the same capacity. 


“7/0 Wr. Younes THAT 


SHOUT 


WAS ONLY 


AN 


tH 


Tell Mr. Jones about your prod- 


uct through his local daily paper 
It will be a 
backed by 
directed appeal to the interests of 
his own home town and the innu- 
merable advantages of neighborli- 
ness that a local daily paper can 


. and he’ll hear you. 
convincing message, 


give you best. 


And in Iowa.. 


TISING that wins the support of 
dealers and consumers alike 

Reach them directly through the 
31 papers in the Iowa Daily Press 


Association. 


That’s REALLY TELLING Mr. 
Jones and all his neighbors... 
REALLY SELLING him too. 


Write for convincing evidence 


IOWA DAI 


. where people are 
buying because they are in the habit 
of having what they want and need 
.. you can reach more than 454,673 
families in 30 key market centers 
Reach them directly with 
MERCHANDISABLE ADVER- 


454,673 


Merchandisable Daily Circulation 


CIRCULATION 
aA yee Ay. Ooty ae Paid 
ty . 
= Population city” TOTAL 
Ames Tribune (B). 12,555 2.542 4.586 
Atlantic News- Telegraph ‘(B). wie wnngeeds 5,802 1.469 5.750 
Boone News-Republican (B).. ° 12,373 3.074 4.000 
Burlington Hawk-Eye Gazette (LB). ... 42,000 9.618 48.774 
“Cedar Rapids Gazette (B).............. 63,240 19,199 45,020 
Centerville towegian & Citizen.. 8.413 1.791 5.595 
Ghastes Gllp Pome (Bd... cccccccscces 8.681 2019 4.1590 
Cherokee Times & Chief.. 7,469 1.180 5.017 
Clinton Herald (B) ; a 26.270 7,807 19.673 
Council Bluffs Nonpareil (LB) ere. 8.192 15.354 
Creston News Advertiser (LB).......... 8,033 1.894 4.671 
*Davenport Democrat Be cavcevoses 66,039 30.275 46.438 
Davenport Times 
*Dubuque Telegraph Herald (LB)........ 43,892 $4,142 33.520 
Fairfield Ledger (B)........ ... 6,708 1.825 4.617 
Ft. Dodge Messenger & Chronicle (B).. 22.96 5.681 14.731 
lowa City Press-Citizen (B) . es 18.185 4,400 8.475 
Keokuk Gate City (L8) ‘ ° 16.000 4.000 7.190 
Marshalitown Times- Republican ‘(B). 20,204 4.668 11.543 
Mason City Globe-Gazette (B) 27,070 7.161 19.160 
Mt. Pleasant News 5.500 1.223 3.200 
Muscatine Journal (B). 18.286 4.920 B64 
Nevada Journal (B).. 3.353 9M 4.386 
Ociwein Register (B).. 7,990 1.873 3.702 
Oskaloosa Herald (8)... 11,024 2.691 6.220 
Ottumwa Courier (B) 31,570 9,231 16.449 
Shenandoah Sentinel (B) 6,853 1.500 3.560 
*Siowx City Journal-Tribune (LB) 87,791 23.403 75.556 
Washington Journal $.227 1,245 3.621 
"Waterloo Courier (8B) 65,387 18,381 39.627 
Webster City Freeman Journal (8) 6.738 1,907 5.357 
and (Monday and Thursday).. 6.738 1,907 5.357 
714,459 197,152 454.673 
“Published Sunday also. 
(B) Accepts Beer Advertisements. 
(LB) Accepts Liquor and Beer Advertisements. 
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YOUR 


outstanding war correspondent in Italy 


WITH THE UNITED STATES 5TH ARMY ON THE 
SALERNO FRONT, Sept. 15 (Delayed)—After a week of 
fighting we now, for the first time, are able to feel fairly 
secure without crossing our fingers and again dream as a 
week ago tonight, of eating spaghetti in Naples. 


We spent the afternoon watching an exhibition of pro- 
fessional gymnastics by a group of Chicago surgeons who 
had worked 18 solid hours under diffi- 
cult test conditions, caring for wounded 
soldiers. Last night they operated 
under flashlights and today they were 
performing a great variety of opera- 
tions in an unfloored tent. 


With heavy reinforcements of all 
kinds now at hand, the Allies today 
(Wednesday) stopped the Germans 
cold along the center of the line and 
put an end to what, perhaps, was a 
serious German threat against our 
bridgehead. 


Planes roared and rocked to the 
racket of guns shelling the Germans 
and making their ears ache in the town 
of Altavilla, perched on the slopes of 
Mt. Dibosco. Intermittently something 
resembling the earthquake which 
struck the Naples district 14 years ago 
marked the arrival of our heavy and 
medium bombers over the tough nut on the British front 
and the place where the Germans are believed to have 
supply dumps. 


By tonight, the situation looked far better than at any 
time previously. Everybody was able to draw a restrained 
breath of relief. 


WITH UNITED STATES 5TH ARMY IN SALERNO, 
Italy, Thursday, Sept. 9 (Delayed)—Heroes appeared 
right and left during the Allied landing on the Salerno 
beachhead, but the greatest feat of collective heroism we 
have witnessed has been that of the amphibious engineers. 


Other troops have been able to concentrate on defending 
themselves and destroying the enemy, and they have been 
able to take cover. 


The amphibious engineers were the 
first ashore and had the nasty job of 
lifting enemy mines. Since ,then, it’s 
been their unwholesome task to man 
the beaches, shifting thousands of tons 
of ammunition and other equipment 
from landing craft to dumps. 


During the first day they were work- 
ing under constant enemy shellfire and 
strafing attacks. Since then, they have 
been exposed to constant threat of 
strafing attacks by day and by night, 
working tirelessly, and they have been 
submitted to repeated heavy attacks by 
German bombers. 


While other soldiers are able to dive 
to convenient foxholes, the engineers 
have been right out there in the open 
and many have died, not only with 
their boots on, but in actual course of work. Despite all 
this, they have established a record for shifting of cargo, 
building roads and making it possible for our beachhead 
to become solidly established. 


They have established a real record for guts which those 
who watched them will never forget. 


The above are recent dispatches from William H. Stoneman in Italy, which appeared exclusively in Boston — in The Boston Globe. 
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NCLE DUDLEY, signer of Globe editorials since 
1891, has become synonymous with The Bos- 
ton Globe. For over fifty years Uncle Dudley’s clear, 
common-sense editorials have not only expressed the 
policies and reflected the character of this newspaper 
but have expressed the thoughts of the majority of 
his readers as well. Writing of Boston tradition, the 
New York Herald-Tribune once said: 


“There's the balloon and pinwheel man who 
has memorably vended his wares from the ) 
corner of Webster's fence in Commonwealth 


Ave. There are the swan boats in the Public 
Gardens — the celebrated silver free lunch 


dishes in Locke-Ober's Winter Place restau- | 


rant, and there are the Uncle Dudley editorials 
in ‘The Globe’.” 


Through seven decades Uncle Dudley's family of 
nieces and nephews has grown steadily until now 
they number hundreds scattered all over the world. 
They bring Globe readers exclusive, up-to-the-minute 
news and comments. Here are just a few members of 
Uncle Dudley's family, today: 


Henry W. Harris ¢ Ernest Linptey ¢ Herten Lom- 
BARD ¢ Ernie Pycte ¢ Water LippMANN © Dorothy 
THOMPSON ¢ JouN LARDNER ¢ Jay FRANKLIN ¢ SAMUEL 
GRAFTON @ Potty Wesster ¢ Dororny Hittyer ¢ Joun 
Barry ¢ Harotp Putnam ¢ Satty Stuart ¢ GEORGE 
AnTHEIL © ANN Dean ¢ Orto ZausMER ¢ JouHN STEIN- 
BECK ¢ Joun Kreran © Epcar ANseEL Mowrer ¢ GEORGE 
Wetter ¢ Nett Gues ¢ Ropert J. Casey ¢ Jerry 
Nason ¢ Paut Guaut ¢ Henry McLemore ¢ HELEN 
Kirk patrick ¢ Ricuarp Mowrer e A. T. STEELE ¢ LELAND 
Stowe ¢ ALLEN Haypen ¢ Waverty Root ¢ CARLYLE 
Hoit ¢ Dorotrny Dix ¢ Emity Post ¢ Nat A. Barrows 
e Louts M. Lyons ¢ James MorGan ¢ CHarces Merritt ¢ 
James Powers ¢ Eart BANNER ¢ Exit CuLBERTSON * 
GRANTLAND Rice ¢ Harotp Kagse ¢ Fietcuer Pratt 
¢ Josepn F. DINNEEN ¢ JoHN GUNTHER 


Supplementing these writers are the world’s best 
news and picture services: 


Chicago Daily News Foreign Service* 
Overseas News Agency* 
Associated Press 
Vew York Herald-Tribune News Service* 
Chicago Sun Foreign Service* 
Toronto Star News Service* 

A.P, Wirephoto 
Acme Photo Service* 


United Press 
*Exclusively, in Boston, in Tae Boston GLOBE 
NEWSPAPER 


BEST READ 


“GUTS IS HARDLY 
THE WORD FOR IT 
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CONTEST WINNER 


ts the The new board of the Southwestern Association of Advertising Agencies photo- 
as graphed at its recent conference at Dallas, includes, left to right seated: M. L. 
uz —_ Bryan, Shreveport; Dan T. White Jr., El Paso, vice-president; Don Watts, Tulsa; 


and Jack B. Taylor, Dallas. Standing: Robert L. Wilson, Tulsa; Thomas F. Conroy, 
San Antonio; Albert Evans Jr., Fort Worth; Warren A. Humphrey, Oklahoma 
City; and Albert Couchman, Dallas. 
Charles P. Manship, publisher of the Baton Rouge State Times and Advocate, 
retiring president of the Southern Newspaper Publishers Association, turns over 
the gavel to the new president, George C. Biggers of the Atlanta Journal. 
(Story on Page |.) 
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REMINDER FOR CANADIANS 
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First prize winner in a national contest 
for the best wartime advertisement for | 
the furniture industry is this one pre- 

pared under direction of Kenneth S. 
Pelton, advertising manager of Barker 
Brothers, Los Angeles. The advertise- ——__—— 
ment will appear in the Nov. 22 Life. CRETE SESE” SEU EEn ATIAC + BUICK * CA 


More books for servicemen is the appeal in this new Canadian poster sponsored 
by General Motors, which gives the center of attention to a handsome member 
of the Royal Canadian Navy. 


BUTTER STORY 


THOR ON WARTIME DUTY 


ae 
. d v imogine me down here in the jungle doing my Listen, the Thor even got 

WHY isn’t there enough BUTTER: own washing...and liking it! the corporal’s socks cle 
i 


wc-382 


This new Armour & Co. counter display features bread to suggest Star sausage LO I = 
and loaf meats for sandwiches. The display is being distributed to retail bakeries mrvors rm OTTER suntan 
as well as to grocers and meat retailers. : sees 


TWO-WAY COPY : Sree oe 
ie ~- Sa as LAND O'LAKES cacasonsss. 1x 
WITH SONS AT WAR Fresh Up mi ) 
... AMERICA NEEDS VR ee = 
WORKERS ! Seven-up. dais to explain the ult therage 
—— ae aes and outline six steps that should be taken These are the first two in a series of full-color newspaper rotogravure and maga- 


to correct the situation. Campbell- zine section advertisements launched by Hurley Machine Division, Chicago, to 
Mithun, Inc., Minneapolis, is the agency. entice postwar customers. (Story on Page 36.) 


SWIFT GOES AFTER SUPPLIES IN NEW PROMOTION CAMPAIGN 


7 Ff 
ONES. Jolks 


Keep the food 


f hou like it 
tt bikes you! 


allel half-pages using nearly identical illustrations, one promoting bond sales 
d the other featuring the product, are part of 7-Up Co.'s first national Seeking added supplies of poultry and dairy products, Swift & Co., Chicago, is telling its story to farmers via 24-sheet 
campaign breaking this month. (Story on Page 43.) posters, farm papers and newspapers where its plants are located. (Story on Page 28.) 
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RIZONA’S air training facilities are military stationed at Arizona’s air fields who spend their leaves 
secrets. No photographer can limn them. Yet and pay checks in Phoenix. Proof, too, of Phoenix’ sky- 
there are sixteen fields supervised by the climbing population is the fact that rationed gasoline 
United States Army Air Force .. . third biggest number sales in Maricopa County during June 1943 exceeded 
in all the states! In fact, included among fields in the those of unrationed June 1942 by 331,766 gallons. 
Phoenix area are the largest single-engine and twin- 
engine units in the nation . . . turning out pilots for the 
United Nations. 


Yes, Phoenix continues to offer big opportunities to 
advertisers who know the value of maintaining a war- 
time schedule in a virile, growing area. Available to 

Small wonder then that Phoenix (Maricopa County) cover this “gold nugget of western markets” is the 
should be credited with a population of 206,399 by Phoenix Republic and Gazette (E&S circulation now 
Ration Book No. 2 registrations. Yet this total does not over 80,000), and KTAR, Arizona’s most powerful 
include the additional thousands of enlisted men / broadcasting station, 5,000 watts. 
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DICK LEWIS, General Manager 
Representateves—-Paul H. Raymer Company 
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